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More AdvertiS ¢rS—in the Butterick Trio 
Larger Advertisements—in the Butterick Tio 
More Total Patronage—in the Butterick Trio 





A Comparison for December Issues 





1906 1907 





More Advertisers in the Percentage 6 
Butterick Trio 646 of Increase 100 


Larger Total Patronage in 87 
the Butter'ck Trio 1 (9) eats a =i 
Total agate lines | 67,700 j Or increase 100 





Larger Advertisements in 33 

the Butterick Trio {{! ae 100 
Average size (agate lines) 105 

More Full Page Ads in the i Percentage Ne. 

Butterick Trio 83 vebaeteed 




















Growing Steadily in Magnitude—Growing Steadily in Power 


$7. 1 22 per agate line 


is thyprice of advertising space in the Butterick Trio :—Tuz Devineator,—Tue Desicner,— 
and the New IpzA Woman’s MAGAzINE. 

At that price it is the best value in the whole field of advertising, 1,600,000 homes,— 
about ten millions of readers,—are reached by the Butterick Trio every month, The maga- 
unes pass from hand to hand, and from Home to Home, among Women, who buy at Retail 
Stores for Families, 


The Largest, Most Efficient Single Power for Business 
Promotion in the World. 


W. H. BLACK, Manager of Advertising 
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The Woman’s 
National Daily 





is published every day but Sunday. To that extent only does it resemble 
the average daily newspaper. In every other way it is 


““A Daily That’s Different.’ 


First of all, its circulation is confined exclusively to the smaller towns 
and rural districts. Every copy is distributed direct by mail and actu- 
ally reaches a HOME. We do not depend on newsboys or news-stands 
for any portion of our circulation. There is no wastage to our output— 
no returned unsold copiese The Woman’s National Daily has 
already attained a larger paid-in-advance subscription list than any other 
daily newspaper published. 200,000 copies is our present average daily 
output, and the circulation is constantly increasing.,, Through our cir- 
culation guarantee and our “direct by mail” methods of distribution 
advertisers are insured in advance that they will receive 100% home 
circulation. 


The Woman’s National Daily is a clean, fearless news- 
paper, in which the events of the day, minus the scandals and other 
objectionable features of the average metropolitan daily newspaper, are 
chronicled in condensed form. It is the only woman’s daily newspaper 
in the world, and in addition to its news features, includes daily market 
reports, household and fashion pages, special articles along magazine 
lines, and other features that are found in no other daily publication. 


The Woman’s National Daily is the most remarkable 
subscription proposition that has ever been known in the field of jour- 
nalism, and, naturally enough, it is also producing splendid results for 
advertisers. This is best evidenced by the fact that we have estab- 
lished the record of receiving renewal orders from. more than 75% of 
the advertisers who have tried out the paper. You can now buy space 
in The Woman’s National Daily at the very low display adver- 
tising rate of 40 cents per agate jine for a direct-by-mail circulation 
guaranteed to exceed 


200,000 Copies Per Issue. 


In other words, for 40 cents a line, by using The Woman's 
National Daily, you can reach over 200,000 HOMES in the 
smaller towns and rural districts. This is a big snap for mail-order 
advertisers, as well as for manufacturers selling through dealers, who 
have propositions that appeal to those located as our readers are, 


Let us send you sample copy of the paper with display and classi- 
fied advertising rate cards and other particulars. Address 
Advertising Department 
THE WOMAN’S NATIONAL DAILY 
University City, St. Louis, Mo. 


Chieago Office: New York Office: 
1700 First Natl. Bank Bidg. 1703 Flatiron Building 
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COMPLETE ADVERTISING 
SERVICE. 


THE MEN AND THE ORGANIZATION 
BEHIND THE LONG-CRITCHFIELD 
CORPORATION—THIS AGENCY IS 
SAID TO BE GROWING MORE RAP- 
IDLY AND RENEWING A_ LARGER 
PERCENTAGE OF ACCOUNTS THAN 
ANY OTHER IN AMERICA, 


The Long-Critchfield Corpora- 
tion, of Chicago, is said to place 
more advertising which depends 
entirely upon direct traceable re- 
sults—more advertising which 
must really “make good” on ev- 
ery insertion in direct dollars and 
cents returns—than any other in 
the country. The corporation it- 
self, in true western fashion, an- 
nounces that it renders the most 
complete advertising service in 
America, and it was to investi- 
gate the agency that can do this, 
that caused the writer to visit 
Frank E. Long, on the twelfth 
floor of the Powers Building. 

Mr, Long is president of the 

Long-Critchfield Corporation, and 
needs no introduction to the ad- 
vertising world, for he has been 
interested in its affairs for years. 
Advertisers, publishers and even 
competitors are wont to refer to 
him and. his associates as 
“square,” and it is pleasing to 
note that he is most favorably 
thought of in Chicago, where he 
is known best. 
_ "The Long-Critchfield Agency 
is excelled by very few advertis- 
Ing agencies in the cougtry in 
volume of business placed in 
Magazines and newspapers,” said 
Mr. Long. “And this volume is 
coupled with our agricultural ac- 
counts representing seventy per 
cent of the agency agricultural 
advertising of America. 


No. 10, 


“In a way, we were forced into 
the general advertising field, but 
we were more than willing to be 
‘forced.’ It has always beén gen- 
erally conceded that agricultural 
advertising is the most difficult 
and intricate problem in adver- 
tising, for the farmer is the most 
careful buyer in the world. The 
fact that we had been so success- 
ful in this most difficult part 
of advertising work naturally 
brought us the general and mail- 
order advertisers with their far 
less difficult propositions, 

“As a consequence, the  busi- 
ness of the Long-Critchfield Cor- 
poration is growing more rapidly 
than that of any other advertis- 
ing agency in the country. For 
instance, within the last few 
months there have been added 
such accounts as Cream of 
Wheat, White Enamel Refrigera- 
tor, American School of Corre- 
spondence, the Western Electric 
Co., Hirschman Mattress, Tay- 
lor-Made Chiplets, Sleepy Eye 
Flour, Koffe-no, Burdett Organs, 
Columbus Carriage and_ others, 
large and small. 

“The knowledge we _— gain 
through watching the results of 
the greatest volume of direct 
sales advertising enables us to 
hold the best possible gauge on 
our general advertising,” contin- 
ued Mr. Long. “We have a regis- 
tration of returns on advertising 
which has been maintained for 
fourteen years. So far as I 
know, we were the first agents 
to start such a record. We have 
kept them practically ever since 
the beginning of our business, 

“Our agricultural, and mail 
order—our direct-result-accounts 
give us the only practical demon- 
stration of what kind of copy and 
what mediums must be used to 
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produce the best results per dol- 
lar invested. By properly inter- 
preting this data and adapting 
the fundamental principles which 
it has taught us to General Ad- 
vertising, we secure the maxi- 
mum of indirect sales through 
the minimum expense for our 
general advertisers, 

“Ours is an Individual service 
and the individuality works both 
ways. In preparing campaigns 
and managing advertising ac- 
counts we study the individuality 
of each proposition and embody 
the individuality of the advertis- 
er and the business in each ad- 
vertiser’s advertising. Each of 
our advertisers gets an individ- 
ual campaign. We are not fanat- 
ics on any one kind of copy. We 
keep in mind only one object— 
that it’s orders our customers 
want—and orders they must have 
if we are to continue to have 
their orders. One kind of ad- 
vertising will bring the greatest 
profit to Smith and a distinctly 
different kind will bring the 
As a 
natural consequence there is no 
stereotyped form of Long-Critch- 
field copy. It is Jones’ copy or 
Smith’s copy or Brown’s copy. 
And each campaign is cut out and 
made to fit each business—not all 
in one pattern and one size. For 
just as Jones’ clothes will not fit 
Smith just so Smith’s style of ad- 
vertising might be a fizzle when 
applied to Jones’ proposition. 
That is one way that Individual 
service works. 

“Individual service, as we apply 
it, also means that each account 
on. our books has the individual 
attention of a member of our cor- 
poration as well as the collective 
attention of all our members and 
the proper attention of the or- 
ganization. Every member of 
the corporation is a working 
partner and an experienced ad- 
vertising man. 

“A member of our corporation 
is individually responsible to 
every advertiser and makes it his 
business to see that the organiza- 
tion gives his particular clients 
the proper service in every detail 
of the work. We believe that 
one man service is an economic 


greatest profit to Jones. 


impossibility in advertising. Suc- 
cessful personal service must be 
backed by an organization having 
in each department an organiza- 
tion of specialists. 

“We believe we have more suc- 
cessful advertisers as clients than 
any other agency in America— 
but they are all high-grade ac 
counts. Recollecting that ‘birds 
of feather flock together’ we have 
always refused questionable ad- 
vertising of any sort. We will 
not handle medicine, whiskey, 
beer or fake financial advertising. 
We believe that aside from its 
moral aspect this is good business 
policy. Good men like to asso- 
ciate with good men and this 
brought many. of the leaders in 
legitimate lines. Any advertising 
that we handle may be depended 
upon, both by: publishers and the 
public, to be high grade and hon- 
est. You can easily see how this 
brings the legitimate advertising 
to us just as it brings the right 
class of advertisers to the high- 
grade magazines that protect the 
public’s interest and their own 
interests by refusing questionable 
advertising.” 

A list of accounts handled by 
the agency has been prepared 
which are larger than any com- 
peting accounts in the country. 
These number among them: 

_ The largest Electric Motor account 
in the country; the largest Corre- 
spondence School account in the coun- 
try; the largest Stove account in the 
country; the largest Automobile ac- 
count in the country; the largest Or- 
gan account in the country; the larg- 
est Paint account in the country; the 
largest Farm Implement account in 
the country; the largest Steel and 
Wire account in the country ; the 
largest Confectionery account in_ the 
country; the largest Lamp acccunt in 
the country; the largest Carriage and 
Buggy account in the country; the 
largest Wagon account in the country; 
the largest Fork and Hoe account in 
the country; the largest Incubator ac: 
count in the country. the largest Scale 
account in the country; the largest 
Harvesting Machinery account in the 
country; the largest Cereal account in 
the country; the largest Household 
Supplies account in the country: the 
largest Refrigerator account in_ the 


country. 

“Of course,” said Mr. Long, 
“we serve os advertisers just 
as faithfully as large ones. We 
would not have this list to-day if 
many of their accounts had not 


(Continued on pag: 6») 
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Here is a fine point for advertisers 
with microscopes. 


When John Smith, Esq., of Smith 
Corners, sees a sizable advertisement in 
THE SATURDAY EvENtNG Post, he says 
to himself, ‘“‘That advertisement must 
have cost a lot of money.” And the ad- 
vertisement gains prestige with him. 

Now, the truth is that that individual 
advertisement cost less—a great deal less 
—than it would in a magazine of small 
circulation. 


And the cost of the individual ad- 
vertisement, rather than of the gross 
circulation, is the true basis for figuring. 

‘Nothing is dear that pays.” 


THE CurTIs PUBLISHING COMPANY 
PHILADELPHIA 


New York Boston CHICAGO BuFFALO 
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started with us years ago when 
they were small and grown 
through careful development. The 
future of our business depends 
upon developing the small ad- 
vertisers who come with us to- 
day into a position that will place 
them among the leaders. We know 
that it is better to satisfy old 
customers and keep business than 
it is to neglect old customers in 
the search for new business. We 
have put our efforts and our 
capital into the organization—into 
the men who can and who do 
give our present customers the 
best service rather than into men 
who were merely business get- 
ters. And our clients have be- 
come our best solicitors.” 

That is why the Long-Critch- 
field Corporation holds its busi- 
ness and is said to renew a larger 


percentage of its accounts from 
year to year than any _ other 
agency. 


Mr. Long entered the advertis- 
ing field in the early spring of 
1893, and in the fall of that year 
the business was organized by 
Mr. Critchfield, Mr. Sperry and 
himself, with two other associates 
both of whom retired a number 
of years ago. Honesty of pur- 
pose and the confidence which 
honesty begets has been the chief 
factor from the first in the con- 
cern’s success. 

It was “good hard plugging,” 
Mr. Long states, that brought the 
volume of business, 

“When we entered the field it 
was a price-cutting time. Adver- 
tisers had been encouraged to be- 
lieve that price was the first con- 
sideration in placing business. 
Agents cut each other’s prices 
right and left. They tried to sell 
sugar at two cents a pound and 
had to give the advertiser sand 
to make a profit. They could 
not afford to give the advertiser 
good economical service at the 
prices they made. And so there 
were many failures—advertising 
was considered a ‘game’ and 
came into more or less ill repute. 
Many advertisers who paid cut 
rates for cut rate service con- 
demned advertising for their own 
cut rate mistakes. 

“In the face of these conditions 
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we took a large percentage of 
open contracts based on service 
and price cut no figure. You see 
we found some advertisers who 
were willing to talk business on 
a business basis. 

“Yes, I'll admit, that such con- 
ditions were somewhat discour- 
aging. But the bright spot in it 
all was the encouragement we 
got from hard-headed business 
men. They gave us their ~ busi- 
ness and their moral support. 
We believed we would win out 
because we knew we were fight- 
ing for the right cause and our 
experience has_ fulfilled our 
hopes.” 

Mr. Long's associate officers in 
the Long-Critchfield Corporation 
are E, E, Critchfield, D. D. Tay- 
lor, and F. A, Sperry. Mr. 
Critchfield and Mr. Sperry -have 
been members of the corporation 
ever since the establishment of 
the business. They personally 
handle such accounts as those of 
the International Harvester Com- 
pany and the Kalamazoo Stove 
Company. Mr. Taylor withdrew 
from the vice-presidency of Lord 
& Thomas in 1905, and a position 
which is said to have paid the 
largest salary ever placed upon 
the work of an advertising man 
in this country. He _ purchased 
an interest in Long-Critchfield 
and became a_ vice-president of 
the corporation, taking hold not 
only of the soliciting end of the 
business, but the rounding out of 
the organization. He _ brought 
with him a large volume of busi- 
ness and many of the best ideas 
ever put into force in an agency. 

Other well-known advertising 
men connected with the agency 
are Marco Morrow, B. F. Sawin, 
W. M. Smith, O, J. Prentice, C. 
V. Miller and Albee Smith. 

A. W. Palmer has charge of 
all the agency’s production work— 
that is, he directs the work of the 
Production Department which 
embraces the Copy, Art, Engriv- 
ing and Printing Divisions. These 
are called the “big four” because 
they are the four big factors in 
the production of copy which 3s, 
of course, the most important 
factor in making advertising suc- 
cessful, 
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ADVERTISING WITHOUT 
MONEY. 


7 
“During the day a woman who 
had read the story called at the 


“When we first started in busi- store and claimed the timepiece. 


ness in a little store down in 
Cortlandt street,” said Samuel 
Brill, head of the house of Brill 


She proved to our satisfaction 
that it belonged to her and so we 
turned it over. Of course, she 


Brothers, retail clothiers in New was mighty glad to get back her 


York City, “we had no money to 
spend for advertising. But in 
spite of that fact our store be- 
came pretty well known before 
the end of the first year, some 
people even contending that it 
was the best advertised clothing 
store in the city. 

“I see you are smiling at that 
statement,” Mr. Brill continued, 
addressing the representative of 
Printers’ INK, with whom he 
was talking. ‘‘Nevertheless it is 
true. I do not believe we could 
have obtained for $20,000 in cash, 
paid in at the offices of the daily 
newspapers, the advertising that 
we secured without the expendi- 
ture of a single cent. 

“How did we do it? By taking 
advantage of our opportunities. 
To illustrate: One day a man 
came running into the store all 
out of breath and holding in his 
hand a gold watch. He said: 

“T have just picked up this 
watch on the sidewalk in front 
of your store. I am in an awful 
hurry to catch my train and if 
I stop to hunt for the owner I 
will miss it. As I don’t want to 
be accused of being a thief, I 
want you to take charge of it 
until the owner turns up. Here’s 
my card, if anybody wants to 
know who I am.’ 

“Thrusting the watch into my 
hands he ran out of the store and 
was soon lost in the crowd going 
down to the ferry, 

“After the man had gone it 
Occurred to me that the incident 


property and no doubt told her 
friends how she recovered it at 
Brill Brothers’ store in Cortlandt 
street. 

“When the Jersey man who 
had picked up the watch saw the 


article in the newspapers the 
next day he was as mad as a 
March hare, and called me 


down good and hard for giving 
the story to the press. I told 
him I couldn’t see how any harm 
had been done since the publica- 
tion of the article had found the 
owner of the watch. 

“That watch story advertised 
our store and the volume of our 
business increased rapidly from 
day to day, as a result. People 
who had never noticed our place 
stopped as they passed by and 
looked in the windows. Many of 
them entered the store and made 
purchases. 

“During that year we managed, 
on a number of occasions, to 
create copy for the newspapers 
and incidentally to get some free 
advertising. 

“Of course such advertising as 
I have described cannot take the 
place of good display ads. Its 
value consisted solely in making 
familiar to the public the name 
of our store. Display advertis- 
ing, on the other hand, deals with 
the goods you have to sell. It is 
a direct appeal for business. 
There is no lost motion—no waste 
of power. We are now one of 
the largest users of newspaper 
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would be of interest to the news- space among the clothing dealers 
papers, so I sent word to the city of the city. Our success in build- 
editors that I had a good story ing up our business to its pres- 
to give out. When the report- ent proportions is due to three 
ers arrived I told them about the things—honest values, courteous 
man who found the watch. The treatment of customers, and ad- 
newspapers the next day printed vertising. If your goods are not 
long articles about the incident right—if they are inferior in ma- 
that occurred in front of Brill terial, workmanship, and style to 
Brothers’ store. A lot of people goods sold elsewhere for the same 
came in and asked about the money—no amount of adver- 
watch and incidentally purchased tising will bring you permanent 
something, success, 
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HARD TIMES AND AD- rency,” etc. Short-sighted mer- 
VERTISING. chants fail to see the wisdom of 
eS: this policy. Such excellent ad- 
About a year ago times were vertising arguments that are of- 
so thoroughly good, the mercan- fered by even the slightest busi- 
tile horizon so clear and business ness depression should not, they 
conditions in general so satisfac- think, be allowed to remain un- 
tory that people began to say: worked. 
“It's too good to last.” They The recent almost-panic which 
jumped at the conclusion that it ran its short course of a few days 
was about time for another de- jn New York some weeks since, 
pression—that things were ripe for example, gave rise immedi- 
for a general slump. They im- ately to scores of sensational ad- 
agined that we were altogether yertisements and sensational sales 
too well off to be healthy and all based upon ‘the alleged need 
began to figure out the various for ready cash. Even stores big 
ways in which the tide could enough and prosperous enough to 
turn and a wave of depression know better could not, or did 
set in. Naturally, therefore, not, resist the temptation to in- 
when signs seemed to point to ject a little of the current gin- 
some change which might be gery talk into their advertising. 
stretched into an interpretation Manufacturers were “failing” by 
of a lapse in the fatness of the the hundreds, “millions of dol- 
years, these croakers at once lars were tied up in the banks,” 
threw up their hands and cried the market was “crazy,” stocks 
out: “The panic has come.” were depreciating in value, and 
The principal, although appar- the whole country was going to 
ently a remote, cause of adversity smash—to judge from the tenor 
is the tongue-wagging of the of many of the advertisements 
gossips. Nothing has a greater which appeared in the daily 
effect on the tg y oe public newspapers. ; 
at large than talk of hard times : 
in pianent and it is this pessi- Even weeks after the banking 
wee ‘ed : ~, business had re-established itself 
mistic attitude of the public which |. = anaed basin and enadidions 
does most toward creating @ in general had become satisfac- 
wave of adversity. oo torily righted, one of New York's 
When times | 7 ee leading clothing houses came out 
and money is tight, none are af- With the following advertisement: 
fected more seriously than the ,, : ; 
average retail merchant. The “Wot on the anxious seas thi all. 
private family can practice many rest has been that while we lose some business 
little economies which help to from —_ Mo apd ad wl less — clo» 
neutralize the decrease in the who come to usinstead of paying tailors® fancy 
regular income. Manufacturers pri 


ices, 
" “The net result when things settle down is 
and jobbers also have numerous that the former tailor’s man usually stays by 
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_ Opportunities for cutting down us, while the old friend who has had to wear 


cheaper clothes is glad enough to get back 


operating expenses. But the re- ¢ 
home. 


tailer, that is, the retailer of 
standing, must keep up appear- Clever? 
ances—if he would maintain his Yes—but an injustice to them- 
position, he must make no con- selves and to the retail trade in 
cession to the spirit of the times. general. Coming from a source 
Therefore, it is his cue to com- of acknowledged authority, such 
bat the down-in-the-mouth atti- an announcement becomes clothed 
tude of the rest of the world. with a significance which must 
This he can do, negatively at have considerable weight with the 
least, in several ways. First of reading public. “If So-and-So 
all by refusing to allude in any admits the existence of a period 
way whatsoever in his advertis- of ‘financial unrest,’” they are 
ing to “hard times,” “panicky likely to argue, “then, indeed, is 
conditions,” “stringency of cur- it time for us to save up our 
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pennies’—and make last year’s 
clothes do service again this 
year. 

What the merchant might do 
to take advantage of the general 
attitude and keep sales up is to 
exercise more energetically the 
magic wand of price. People 
are undoubtedly inclined to prac- 
tice economy just now, and it is 
the part of shrewdness to meet 
them on that basis. The adver- 
tisements may be newsy, inter- 
esting, full of spicy, “pulling” 
specials, and yet ignore—the main 
reason why, 

There are no grounds, how- 
ever, for the position which some 
business men have taken that in 
a time of adversity it is useless 
to advertise. That stand is 
similar to the view of the old 
country merchant who doesn’t 
advertise because business is bad. 
The public attitude being that of 
economy, people will look more 
and more to advertisements for 
suggestions as to where to go for 
the greatest values. No matter 
what their attitude may be, the 
necessities of life must be provid- 
ed, and the only effect, then, that 
this economical attitude can have 
will be to cause a greater fore- 
thought in the selection of the 
stores where the providing is 
done. People will buy from 
Jones now not so much because 
they have bought from him for 
years but because his values are 
greater than those offered by 
Smith. Therefore, it is up to 
the advertising man in each case 
to see that the bargains of his 
store are described in proper, 
convincing fashion, and to do 
this effectively much and persist- 
ent advertising is necessary, 

But cut out the hard luck 
stories—the poor-mouthing, Let 
the strength of your advertising 
consist in the strength of your 
specials and not in somebody 
else’s downfall. Smile in your 
advertisements, be . cheerful, op- 
timistic—make the people forget 
their imagined troubles. Don’t 
pile on the fake misfortunes. 
Forget them—cut them out alto- 
gether, 

A.pHonsus P, Haire, 





Stull Gaining. 


The claim of 


THE CHICAGO 
RECORD-HERALD 


that it has a larger circulation than 
any other two-cent paper in the 
United States, morning or evening, 
is UNDISPUTED. 


OCTOBER CIRCULATION. 
Daily average exceeding 


154,000 


Gain Over October, 906, exceeds 10,000. 





Sunday average exceeding 


222,000 


Gain Over October, 1906, exceeds 18,000. 


. THE CHICAGO 
RECORD-HERALD 

















ADVERTISING A MOTTO. 

WasuinctTon, D. C., Nov. 19, 1907. 
Editor of Printers’ INK: 

Your mention in a recent issue of 
Printers’ Ink of the fact that Perry 
& Company, of Philadelphia, had de- 
voted an entire page in the Bulletin to 
advertising overcoats reminds me of an 
even more daring piece of advertising 
pulled off in Washington. D. J. Kauf- 
man, proprietor of the Man’s Store 
used an entire page to advertise his 
business motto, consisting of just five 
words: 

“Money’s worth or money back.” 

The ad created a tremendous amount 
of talk and accomplished the purpose 
for which it was intended for every 
man in Washington is now familiar 
with the fact that D. J. Kaufman gives 
“Money’s worth or money back.” 

Mr. Kaufman is a firm believer in 
Impression advertising and he is con- 
stantly pulling off stunts just like this. 
It certainly must pay for he has built 
up one of the best retail clothing busi- 
nesses in America. 

Yours very sincerely, 
CLARENCE C. ARCHIBALD. 
ae 

THE RETAILER’S CO-OPERATION. 


Everlastingly advertising toothpicks 
will undoubtedly create an increased 
demand for toothpicks. The question 
of whether or not’ it will create a de- 
mand for any particular brand is 
largely in the hands of the retailer.— 
S._R. Miles, President National Re- 
tait Hardware Association, 
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“GRIT” IS TWENTY-FIVE 
YEARS OLD. 


Last week Grit, of Williams- 
port, Pa., observed its twenty- 
fifth anniversary by issuing a spe- 
cial historical section along with 


DIETRICK LAMADE, 
and General Manager 
rit, 


President 


the regular paper. During the 
quarter-century the paper has ad- 
vanced from an insignificant pub- 
lication into a mail-order weekly 
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that mail-order advertisers. find 
it profitable to reach, 

During the entire period of its 
existence Grit has been under the 
management of one of its foun- 
ders—Dietrick Lamade. In a 
signed editorial in the anniver- 
sary issue Mr. Lamade tells what 
has made Grit successful, and the 
reason is the same that will ap- 
ply to any legitimate business en- 
terprise. 

“First and foremost,” says Mr. 
Lamade, “hard work, in season 
and out; close application to one 
thing—the building up of Grit; 
concentration of efforts to attain 
this one end to the exclusion of 
all other business pursuits; in 
short, nothing but Grit. There 
always has been honest endeavor 
to be fair with patrons, and ad- 
herence to a policy of live and let 
live. The effort of Grit has al- 
ways been to build up—to make 
better, bigger, broader. This 
policy carries with it honesty in 
all dealings, the strict keeping of 
faith with readers and advertis- 
ers, with our co-workers, with 
all with whom we come into con- 


——__---- 


Tue Youth’s Companion is a pro- 
gressive and up-to-date paper, but in 
two respects it has not fallen in with 
the prevailing fashion. It sticks to 
its own rule of one price for every- 
body, under all circumstances, and it 

















THE HOME OF “GRIT.”’ 


with a regular issue in excess of 


230,000 copies. Its readers are 
the “every-day” sort of people 


maintains its cheery optimism of tone, 
instead of catching the critical and 
muck-raking spirit now epidemic among 
its contemporaries.—/ndependent, 
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IMPORTANT MEETING OF 
PHOTO-ENGRAVERS. 


The National Association of 
Photo-Engravers held a_ special 
meeting at the Fort Pitt Hotel. 
Pittsburg, on November 25, to 
discuss a new scale of prices 
which has been adopted by lead- 
ing Chicago firms. The eastern 
photo-engravers refused to adopt 
the new scale, declaring that it 
did not fit conditions in the East 
and that an investigation should 
be made before final action is 
taken. 

For several years George H. 
Benedict of the Globe Engraving 
& Electrotyping Co., of Chicago, 
has been at work on the scale 
of prices which has been adopt- 
ed by the representative Chi- 
cago firms. He contended that 
many firms made small plates at 
a loss and were forced to make 
their charges such that the larger 
plates would bring them their 
profit, This he did not deem 
equitable. Working on that basis 


he originated a sliding scale of 


prices which has been sent to the 
trade and which the eastern 
manufacturers did not care to ac- 
cept immediately. 

The opposition was 
nounced and many favored 
scale as presented. Some, how- 
ever, declared that the prices 
might not be in accord with con- 
ditions and for that reason they 
decided not to accept the scale 
at once. The Chicago men met 
the opposition with strong argu- 
ments, and when the meeting 
closed it was evident that the 
way had been paved for the 
adoption of a suitable scale in 
the near future. Meanwhile the 
Chicago men declare they will ad- 
here to the scale presented to the 
association until such time as a 
set of prices are arranged to 
meet conditions generally. 

In making up the scale the 
Chicago firms had art auditor in- 
vestigate the books of each rep- 
resentative concern in that city 
and the prices were made ac- 
cordingly, This was explained 
to the association in detail and 
the auditor’s report was shown 
on a screen by a_ stereopticon, 


not pro- 
the 
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The eastern men declared their 
intentions of following the lead 
of the western concerns and 
making up a price list which 
likely will be used in the future 
in making up a scale that will 
be generally accepted. 

J. L. Shilling of the Lammers- 
Shilling Co., of Chicago, was the 
principal speaker. His address 
occupied more than two hours 
and went into the details of the 
cost of producing photo-engrav- 
ings and zinc etchings. 

“Our investigation,” he said, 
“has demonstrated the fact that as 
the size of the plate decreases the 
cost of production increases. It 
costs us as much to manufacture 
a plate of the minimum size as 
that of large size, not consider- 
ing the cost of the material which 
amounts to little. It was also 
discovered that small plates have 
been made at a loss and we have 
been, forced to place the prices of 
large plates on a plane that would 
make up for the loss. The new 
scale will cause buyers of small 
plates to pay higher prices, while 
those purchasing large half-tones 
and etchings will be relieved ac- 
cordingly.” 

The manufacturers of small 
plates present hailed the new 
scale with delight and many de- 
clared their intention of adopt- 
ing it independently. In  Chi- 
cago, according to one represen- 
tative, sixty per cent of the busi- 
ness is small work.  Represen- 
tatives of other western cities 
made similar reports. 

Members of the association 
present numbered over fifty and 
represented twenty of the prin- 
cipal cities of the United States, 
except New York which was not 
represented. Nothing of import- 
ance save the proposed new scale 
was discussed. 








Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 
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BANK ADVERTISING. 
III. 


The development of bank ad- 
vertising started about ten years 
ago. It was exceedingly slow in 
its growth. The hampering word 
“dignity” rose up everywhere. 
Finally a few progressive officials 
of a Pittsburg bank decided to 
give advertising a trial anyway. 
Their wonderful success is the 
best proof of their wisdom. 

The average ‘‘dignity” talk is 
all nonsense. Conservatism was 
all right in the days of knee 
breeches and cocked hats, but it 
has no place in this age of prog- 
ress. It cannot live in the Mar- 
coni atmosphere of to-day. 

Peculiarly, the bank president 
who cries out loudest against 
legitimate advertising is the 
greatest votary of sensational ad- 
vertising. He would not spend 


ten dollars for an announcement 
to bring him $100, but he will 
spend $10,000 for marble counters 
and brass railings which don’t 


bring him a hundred cents. 

If the average bank continues 
to permit the progressive Trust 
Company to hustle as it does for 
business, using modern methods 
of- advertising, many banks will 
soon have to hustle to provide 
the pay roll. 

The “dignity” bank president 
stopped writing pen-and-ink let- 
ters to adopt the typewriter. He 
stopped sending the office boy 
with messages to use the ’phone. 
He was compelled to be up-to- 
date in many things, and he found 
that it pays. In the same way, 
and for the same reason, he will 
have to, and he will, adopt ad- 
vertising. 

Advertising is to salesmanship 
what the typewriter is to corre- 
spondence and the ‘phone to office 
convenience. 

The average banker thinks that 
advertising is synonymous with 
yellow journalism. It is no more 
like it than advancing money on 
commercial paper is in the line of 
pawnbroking. 

Bankers must realize that a 
bank is a business institution. 
Business cannot be profitably 


done without advertising. All ad- 
vertising is based upon having 
something desirable to sell, and 
the secret of good advertising is 
simply to tell this to the people 
so attractively that it will draw 
their attention, and so convinc- 
ingly that it will appeal to their 
common sense. 

Banks have a definite, desirable 
something to offer the public, and 
there is a great deal to be told 
about that something. Therefore 
banks can be benefited by adver- 
tising in the same manner as any 
mercantile establishment which 
advertises its wares for sale. With 
the exception of business men, the 
general public does not usually 
understand the services and ad- 
vantages that a bank has to offer, 
and it can even be accepted with- 
out contradiction that seventy- 
five per cent of the business men 
do not understand and appreciate 
the advantages offered by mod- 
ern banking. 

Throughout the country there 
are hundreds of thousands hold- 
ing millions upon millions, upon 
which they receive no interest or 
benefit, and which does not pro- 
duce a profit. This money is 
simply locked up and moulding. 

jhe progressive bank _ that 
makes a bid for this money and 
applies it according to modern 
methods of investment, is in a 
position, when the story of sucha 
bank is properly told, to materi- 
ally increase its business and 
profit. 

Country people are gradually 
beginning to understand that they 
do not know how to _ handle 
money; that they do not know 
how to invest it; and they are 
beginning to realize that their 
money is worth money and that 
they are entitled to make money 
out of their money when it is 
properly placed. 

Few propositions of the Uni- 
ted States present such excellent 
opportunities for the writing of 
live matter, that is almost news to 
the average reader, as the bank or 
trust company conducted on mod- 
ern lines. 

The people throughout _ the 
country to-day are cautious, They 
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want to put their money in a 
bank where they can go and look 
at it in the middle of the night. 
They send the money away from 
home only because there is no 
place near home where they can 
put it, or because the home banks 
nave not invited them or con- 
vinced them to the conveniences 
and safety of home banking. 

If the country banks were 
managed by modern methods, the 
few mail-order banks now in op- 
eration, which probably carry 
$150,000,000 of deposits, would 
have little or no chance to live. 

But the mail-order bank, even 
with the inconvenience to the 
depositors, was a necessity. It 
has educated the public to the fact 
that money can be deposited with 
safety, at from three per cent to 
four per cent, and this is causing 
the public to make heavy and 
heavier investments. This is 
causing farmers and small mer- 
chants throughout the country, 
whose money is __ principally 
stored away in teapots or stock- 
ings, to send it to a bank where 
safety is united with profit. 

SAMUEL JAROS, 
—_——_+or- 
IN UPPER MICHIGAN. 
Sacinaw, Mich. 
Editor of Printers’ INK: 

The Saginaw Courier-Herald has 
been published here for full forty 
years. It is the oldest newspaper in 
northeastern Michigan, and we need 
not tell you what such a record com- 
prehends; It is the only morning pa- 
per in Saginaw. The circulation is 
among all classes of people who can 
afford a daily, and is especially strong 
among prosperous farmers of this sec- 
tion of the State, which is thoroughly 
covered by rural routes. In Saginaw 
county alone every farm-house in_ it 
gets rural delivery before noon. On 
250 rural routes in this part of Michi- 
gin, we guarantee three times the cir- 
culation of any other Saginaw news- 
paper, and more than any other news- 
paper published. This is the rich sugar 
'cet country. We guarantee 6,000 pa- 
pers in the city of Saginaw, every 

ie of which is subscribed for, and 
goes directly to a home. We_ thor- 
( ughly cever the towns of St. Charles, 
Chesaning, Hemlock, Merrill, Gladwin, 
\iidland, Alma, Clare, Freeland, 
{thaca, Mt. Pleasant, St. Louis, Vas- 
sar, Caro, Sebewaing, Bad Axe, and 
the intervening towns, as well as north 
‘n the Michigan Central and Detroit 

Mackinaw railroads. 

_ The percentage of the entire circu- 
ition of the Courier-Herald in the 
city of Saginaw is about forty-five per 


eent. The radius of the circulation is 
about 200 miles on the north, 100 
miles on the west, 75 miles on the 
east, and 50 miles on the south; 
eighty per cent of this outside circula- 
tion is compressed within a radius of 
30 miles of Saginaw. 

Please make note of this very im- 
portant fact: that this entire circula- 
tion goes directly to the homes; that 
it is entirely a mail circulation out- 
side of Saginaw, and in Saginaw, of 
course, is delivered to the homes by 
carriers. We make no efforts at all 
for street sales. 

Yours truly, 
THE Covurter-HERALp Co.,, 
W. J. Hunsaker, Publisher. 
—  - 


NUTRIOLA. 
Betrast, Me., Nov. 25, 1907. 
Editor of Printers’ INK: 

You will perhaps recall that in Jan- 
uary, 1906, I being at that time mana- 
ger of the Nutriola Company, I was 
convicted in the Federal Court in Chi- 
cago, on the charge of sending obscene 
matter through the mails, and_ sen- 
tenced to one year’s imprisonment and 
$5,000 fine, he case was appealed 
and the decision of the Court of Ap- 
peals, recently rendered, set aside the 
verdict of the lower court, ordering 
that I be discharged or granted a new 
trial, ruling that the evidence was not 
sufficient to warrant conviction, and 
making a still more important ruling 
to the effect that books sent out to 
patients or prospective patients, under 
seal, did not come within the statute 
relating to obscene literature. 

This is a very important ruling and 
will be of great benefit to medical con- 
cerns using the mails. It also pro- 
hibits any possibility of my conviction 
should a new trial be demanded. 

Inasmuch as Printers’ INK publish- 
ed a notice of my conviction I feel 
that you will gladly publish a _ notice 
of my vindication. 

You are, doubtless, aware also that 
the company against whom a Fraud 
Order was issued, established an office 
in London, England, where after a 
crucial investigation by the © British 
Government, an English Company was 
organized, the business of the Ameri- 
can Company transferred, and it now 
goes on under the protection of the 
British Flag, the company having 
demonstrated to the British officials 
that there was nothing fraudulent 
about its business. 

Sincerely yours, 
E. F. Hanson, 
Mayor of Belfast. 


THE STUFF THAT CANADA’S 
MADE OF. 


WINNIPEG, Can., Nov. 15, 1907. 
Editor of Printers’ INK: 

I have read the Little Schoolmaster 
for years and have at pres two paid 
a in, one of which I always 
take pleasure to hand to some friend 
who is interested in advertising. 

Yours very truly, ? 
Cuas. ROLAND, 
Industrial 
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ADVERTISING JEWELRY TO 
BE SOLD ON THE IN- 
STALLMENT PLAN, 


The firm of L. W. Sweet & 
Company, Incorporated, was or- 
ganized-in New York in 1877. 
It imports diamonds, makes jew- 
elry, sells both at retail and is 
one of the oldest and largest in- 
stallment dealers in these goods 
in the East. The following facts 
were obtained from S. Raives, 
vice-president of the company 
and manager of the installment 
department, which is _ separate 
from the retail store where goods 
are sold for cash. 

Years ago Mr, Raives, who had 
had previous experience in install- 
ment selling, tried to persuade 
Mr. Sweet, president of the 
company, that the most profitable 
way of seliing almost any com- 
modity was on the _ installment 
plan. Mr. Sweet did not think 
so, but Mr, Raives kept after 


him and he yielded seven years 
ago, although very 


reluctantly. 
Advertising was at once begun, 
but in a very smaii way; the first 
ads being five lines each in the 
Evening World and the Journai. 
Since then, from year to year, 
the advertising appropriation has 
been steadily increased and more 
papers have been added. New 
lines of advertising, aside from 
newspapers, have also been con- 
stantly tried out and adopted if 
found good. Last year the sales 
were $246,000 and this vear it 
will probably go far ahead of 
this amount, The advertising ap- 
propriation for the present cal- 
endar year was $20,000 but it has 
been exceeded by $2,000. The 
appropriation for the coming 
year will be $25,000. Most ofthe 
advertising is placed through an 
agent and all the copy is written 
and designed by Mr. Raives. At 
present about all the daily pa- 
pers in New York are used. The 
copy runs from three to five 
inches and all the papers get 
about the same copy. Magazines 
have not been tried and probably 
never will be because the metro- 
politan district, that within a 
radius of fifty miles of New 


York, is the only territory in- 
tended to be covered. It would 
probably be impossible to thor- 
oughly work out, or exhaust this 
section, as it contains 8,000,009 
people and new customers are 
constantly being created, as well 
as new sales being constantly 
made to old customers, 

The papers that pay the best 
are the Evening World and the 
Journal—those that were first 
used, All the others seem to be 
about on a par, as far as returns 
are concerned, The ads are keyed 
and there is a follow-up system 
so perfect that when a sale is 
made it can readily and accurate- 
ly be determined what paper 
elicited the first inquiry that re- 
sulted in the sale, even if the ad- 
vertisement appeared years pre- 
vious. Naturally, there are at- 
tractive booklets. sent to those 
who answer the ads, 

A campaign similar to that 
employed by subscription book- 
men who sell on the installment 
plan is also in operation, inde- 
pendent from the New York City 
advertising and the greater New 
York selling department. It is 
worked in cities not more than 
fifty miles or so from New York. 
Suppose Poughkeepsie is to be 
worked. The city is billed with 
15- and 24-sheet posters, litho- 
graphed. After they have been 
up about a week half-page ads 
appear in the local papers, and 
after these have been running 
two or three days the crew of 
salesmen come to town, as ad- 
vertised in the newspaper an- 
nouncements. These crews con- 
sist of five or six salesmen and 
&€ superintendent, or captain. 
Quarters are secured at a promi- 
nent hotel and a large stock of 
diamond and jewelry is displayed 
in a show room that has been 
co verted ‘nto a jewelry store. A 
ho ase-to-hcus: canvass is then 
begun by che crew. They hav 
no samiples but have novelties 
such as match-boxes, card-case: 
and similar articles, which thes 
present at the door in order to 
obtain a hearing. Their talk i 
simply an announcement _ tha: 
they are in town and would like 
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the people to come down to the 
hotel and examine the stock. By 
means of the posters, the news- 
paper ads and the “whirlwind 
campaigns,” a town like Pough- 
keepsié can be cleaned up in 
about four days, Naturally many 
future sales are traced to a cam- 
paign of this kind. These cam- 
paigns are constantly being 
waged through the summer and 
all the year round, except the 
month in the holiday season. All 
names that are secured, not only 
by crews but by many other 
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Brooklyn Bridge and _ other 
prominent places. Also, they are 
in the baseball programme and 
on theater curtains. Mr, Raives 
mentioned, off-hand, the follow- 
ing houses where the firm had 
curtain space; the Grand, Proc- 
tor’s, American, Dewey, and 
Third Avenue. The space is 32 
by 40 inches and the charge runs 
from six to twelve dollars a 
week. 

The merchandising system is 
interesting and seems to be most 
admirably arranged. The staff 





When all other gifts are gone and forgotten a 
diamond is retained, a lifelong remembrance of 


the giver. 


We are direct importers of diamonds, and you 
save fully 20 per cent. of retailers’ prices when 
dealing with us. Only one established price, either 


for cash or on credit. 


Our warerooms are replete with holiday sugges- 
tions. You can select your gift NOW, and pay 
for it at’ your convenience. We require no other 
security than your word. 


Main Office, 37 Maiden Lane, N. Y. 


Branch, 467 Fulton St., Brooklyn. 
Call or write to-day for Illus.. Xmas Catalogue 


LW SweetéC 





means, are carefully filed. ~ Mr. 
Raives had 150,000 letters of three 
varieties, addressed to 50,000 
names. These he was preparing 
to send out for the holiday 
trade. It is the custom to follow 
up a person three times, and 
these letters are numbered one, 
two and three, 

_Aside from newspaper adver- 
tising the firm is a great believer 
in booklets, souvenirs and novel- 
ties. They are also in a number 
of outside mediums, such as 
posters at the ferries and the 


consists of 4 superintendents, 4 
inspectors, 21 salesmen, I1 men 
who combine selling and collect- 
ing, and 10 who do nothing but 
collect. Salesmen are not turned 
loose, but work on tips given 
them. At least they do this four 
days a week, and the other two 
days, Friday and Saturday, they 
dig up their own trade. This is 
because these last two days of 
the week have been proven to be 
only slightly productive of re- 
turns and the firm does not caré 
to pay men to work on these days, 
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They can, if they wish, hustle 
and they will get a commission 
on all sales, but Mr. Raives was 
of the opinion they did not over- 
exert themselves. The salesmen 
work on a commission with a 
drawing account. Experienced 
men are not especially in de- 
mand, the firm preferring to break 
in young men of energy with no 
previous experience as salesmen. 
The salesmen make no deliveries. 
When one of them gets an order, 
or rather finds one who wishes 
to purchase, he at once informs 
the office and an inspector visits 
the customer and really makes 
the sale. But even yet the sale 
has not been officially made, from 
the ordinary standpoint. Before 
the goods are delivered the super- 
intendent looks up the refer- 
ences and many other statements 
which customers are required to 
make. Then, finally, if every- 
thing is all O. K. the goods are 
delivered and the transaction is 
really closed. 

There is a “Dead Beat List” 


which is in constant requisition, 
as well as other sources of in- 


formation. No goods are sold to 
any people of any of the Latin 
races; boarding-house guests are 
undesirable, and anyone is turned 
down as a customer who has not 
lived in greater New York for at 
least five years. In spite of 
these numerous and necessary re- 
strictions, about two-thirds of all 
applicants for goods are accepted 
as customers. The losses average 
only two and one half per cent. 
The prices for the installment 
jewelry are not arbitrary, but are 
ten per cent more than the same 
goods sell for cash in the other 
department of the firm. 


—_—~—_——_ 
WHAT THEY SAY. 

A. P. Coaxtey, Hearst’s Advertis- 
ing Agency, Chicago—No _ matter 
where the fortunes of life shall take 
me, I shall always have the same feel- 
ing in regard to the governmental ac- 
tion against the Lewis Bank and the 
Lewis publications. I not only be- 
lieve, ‘but I know that the destruction 
of the Lewis publications was one of 
the most high-handed outrages ever 
perpetrated in this or any other coun- 
try. E. G. Lewis has been made the 
Dreyfus of America. Some of, my 
well-meaning friends—in fact quite a 
number of them—have told me that I 
should forget about the Lewis incident 


as it would likely operate against me 
individually; still I intend to express 
the same sentiments to anyone who 
discusses this matter with me just as 
long as I have breath in my system 
To my mind, it was not only an out 
rage against a large commercial insti 
tution and a clean, moral American 
citizen, but was a greater outrage that 
such a thing should come to pass in 
this country, and that the press would 
almost universally remain silent while 
the dark deed was being committed. 
The attempted justification of the 
silence under the plea of “we must 
look out for number one” was never 
satisfactory to my mind and, as you 
know, some of them were not content 
to remain silent, but with a view of 
currying favor with the Postoffice De- 
partment, actually came out and de- 
fended the methods of the conspirators, 


Davin Wittt4ms, Iron Age, New 
York—I remember the time when pub- 
lishers paid mno_ second-class postage 
which is now continuously spoken of 
as a “privilege.” The law under 
which we operated for many, many 
years provided that the rate for 
monthly periodicals should be_ three 
cents a year, per subscription; while 
the postage on weeklies (up to four 
ounces per copy’ “‘dry’—those were 
the days when we used to wet down 
the paper for the press) was five cents 
a year, “‘payable in advance” either 
by the publisher or by the subscriber. 
Asa matter of fact, I do not know that 
any publisher ever prepaid this post- 
age, and postmasters were at their wits’ 
end trying or pretending to collect 
three cents from this man and five 
cents from the other; and so, prac- 
tically, never did. So it was proposed 
to establish a uniform rate of two 
cents for weeklies and three cents for 
monthlies, payable by the publishers, 
who acquiesced without much protest. 
The government was so much - sur- 
prised at receiving real money for 
newspaper postage, where formerly it 
got nothing at all, and as business was 
pretty good and the Treasury held a 
surplus, Congress cut down the rate 
to one cent a year. Things went 
merrily on until some people thought 
it was time to change the established 
policy, and the publishers were made 
to pay one cent a pound. So it 
makes me tired to hear this everlast- 
ing talk about our second-class ‘“‘privi- 
lege.”” It is not a “privilege,” let alone 
a subsidy. 


Wititam Borsopr, Advertising Ex- 
pert, Scranton, Pa—I know more 
about advertising than you know. You 
anp I know still more. I print and mail 
10,000 every week, some weeks 25,000 
and more. I know why. Now, figure out 
how you can make money and other 
good things by this opportunity. Fig- 
ure it out. Don’t forget in the calcu: 
lation that I am the editor, but I 
listen to everybody. Figure out for 
yourself: How can you make some 
thing out of Borsodi; you to get the 
lion’s share, Borsodi not to lose? Will 
have second-class privileges for 11,000 
within a month, 
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No amount of money can buy a place in this list fora paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publigners who, accord- 
ing to the 1907 issue of Rowell’s ane Newspaper Directory, have submitted for 


duly signed and datea, 





that edition of the Directory a d 


also from publishers wno for some reason ‘failed to obtain a@ figure rating in the 197 





Directory, but have since supplied a d 


as described above, 


covering @ period of twelve months prior to the date of making the statement, such state- 
ment being available for use in the 19 issue of the American Newspaper Directory. UCir- 
culation figuresin the ROLL oF Honor of the last named cnaracter are marked with an (:k ). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star, 


ALABAMA. 
, Journal, dy. Aver. 1906, 9,844, 
ome newspaper of its city. 
ARIZONA. 
Phoentx. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fort Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily averaye 1906, 4,288. 


ear viet TA. 


Oakland, Herald. Average 1906, 
19,667; Sept., 1907. 28.401. Only Cali: 
Sornia daily circulation guaranteed by 
Rowell’s Directory. 


Montgome: 
The afternoon 


COLORADO. 
Denver Post. Circulation—Daily 59,674, 
Sunday 


The pha Tell RESULTS. 

@ The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 

teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


12 idgevort, Evening Post. Sworn dy. Oct., 


BviGgenert. Xi cue Telegram. setts 
¥7 Average for sworn : 


You can cover yy td port x, using 
Telegram only. Rate, ike. per line, flat. 
Meriden, Journal, evening. Actual arerage 
for 1906, 2,580. First four months 1907, 7.784. 


Meriden. Morning Record and Republican. 
Daily average for 1905, 7,578; 1906, 7.672. 


New Haven, Evening Register,dy. Annual 
sworn aver. for 1906,14.681; Sunday, 11,662. 


New Lo 


aver pny ag er 8. 


Norwalk,Eveniny Hour. Daily average guar 
anteed to exceed 8,800. Sworn circulation 
stat ement Surnished. Covers not only the Nor- 
waiks but fifteen small towns anoening, com a 
ing a , Cenritory of over 40,000 people. 
largest circulation of any newspaper in Row 
wes. ern Copnecticut. 


Ter ge. Aver. 1906, 6,104; 
Rates obtained direct.’ 





Norwich. Bulletin, morning. Average for 
1905, 5,920; 1906, 6,559; June, 1907, 7,259, 


Waterbury. Republican, dy. Aver. for 1905, 
5.643; 1906, &. 95%. La Custe & Maxwell. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 196. 85.577 (©©). 


GEORGIA. 


Atlanta, Journal. dy. Av. 1906,50,857. Sun- 
day 52, Semi-weekly 4,916, The Jour- 
nal covers Dixie like the dew. 


IDAHO. 


Boise, Evening Capital News, d'y. Aver. 1906, 
4,808; average, July, 1907, 6,188. 


ILLINOIS 


Aurora. Daily Beacon. Daily average for 
1905, 4,580; 1906, 6,454. . 


oh Citizen. Daily average ist. 6 months, 


Champaign, News. Guaranteed larger circu- 
lation than all other pours published in the twin 
cities (Champaign and ind Urbana) combined. 


Chicago, The American merican Journal of Clinical 
Medicine, mo. Sr .50), the open door to the Ameri- 
can Doctor, an through him to the American 
Public. Guar. 40,000 cir. ; investi’d by A. A. A. 


Ohieago, Bakers’ Helper, monthly ($1.00). 
Bakers’ Helper Co. Average for 1906, 4,017 (@@). 


Chicago, Breeder’s Gazette. week! 
circulation for year 1906, —* 
ended Sept. 25, 1907, 78,90 


«3 $2. Aver 
‘or 39 weeks 


Chicago, Commercial ‘Telegraphers’ Jonrnal, 
monthly, Actuul average for 1906, 10,000, 

Chicago. Dental Review, monthly. 
average for 1905, 8,708; for 1906, 4,001. 


Actual 


Chicage, Examiner. 


Sor 1906, 
649,846 Sunday, 
178,000 Daily. 
Guarantees larger cireulation in 
city of Chicago than any two 
other a papers combined. 
Has certificate from Association 
of American Advertisers. 
Circulation for \ Sunday, 717.681. 
February. 1907:§ Daily, 192,271. 
Absolute correctness of latest circulation rat- 
LF, accorded the Chicago Examiner is guaran- 
teed by the publishers of Rowell’s Newspaper 
ry 


Average 





18 


Chicago, Farm Loans and City Bonds. 
ing investment paper of the United states. 


Lead- 


Chiengo, Journal Amer. Med. Ass’n, weekly, 
Averaye six mos., Jan.to July, 1907, 51.210. 


ap Record-Herald. Average 1906, daily 
we ny 3 Sunday 211,611. Average July, _— 
exceeding daily 152,420; Sunday 220,18 
i The absolute correctness of the latest 
circulation rating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s American 
Newspaper Directory, who 
will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


GUAR 
re po 


Chicago. The Tribune has the largest two-cent 
circulation in the world. and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the oniy Chicago newspaper receiv- 
ing (OO). 


Joliet, Herald evening and Sunday parning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation guaranteed 
more than 21,000, 


INDIANA. 
Indianapolis, Up-to-Date Farming. 1906 av., 
174,584. Now 200.000 4 timesa mo.,75c. a line. 


Notre Dame, The Ave Maria. ( ae weekly. 
Actual net average for 1906, 24.6 


Princeton, Clarion-News, daily and weekly. 
Daily average 16, 1,501; weekly, 2,548, 


Richmond. The Evening Item, daily. Sworn 
average net ae circulation for nine months 
ending Sept. 30, 1907, 5,141. circulation of 
over 5.000 guaranteed in all 1907 contracts. The 
Item goes into 80 per cent of the Richmond 
homes. No street sales. Uses no premiums, 

&@™ The absolute corr of thelatest 

circulation rating accorded 

the Richmond Item is guar- 

anteed by the publishers cf 

Rowell’s American Newse- 

paper Directory, who will 

pay one hundred dollars to 
the first person who successfully contro- 
werts its accuracy. 





Seuth Bend. Tribune. Sworn daily arerage. 


Oct.. 197, 9,255. Absolutely bestin South Bend 


INDIAN TERRITORY 


Ardmore, Ardmoreite, daily. Average for 


1906, 2,448, 
IOWA 


Burlington. Hawk-Eye, daily. 
8,764. “All paid in advance.” 


Aver. 1906, 


Davenport, Times. Daily aver. Oct., 18,257. 
Circulation in City or tota oe aie 
than any other paper or no pay for space. 


Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation for 1906, 
41.751. Ctrcuiation, City and pe largest 
in Iowa. More advertising of all ki: in 1906 
in 342issues than any copaenctor in "365 issues. 
Rate 70 cents per inch, 


Des Moines, liegister and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any other Des Moines or lowa 
paper. Aver. circulation ‘st 6 mos. ’07, 80,198. 


Des Moines. Iowa State Register and Farmer, 
w’y. Aver. number copies coptes printed, 1906, $Z, 12S. 


Sioux City, Journal, Dai Pry roy average for ist 
6 months, 1907, sworn, Morning, Sun- 
day and Evening Eaitie mn 





PRINTERS’ INK. 


Sioux City, Tribune. Evening. Net sworn iy 
aver. (returns deducted) — 6 mos. 1907, $1,122, 
For September 1907, 82,98 

ou can cover Sioux City Thasceshiy by using 
The Tribune only. It1s subscribed for by prac. 
ony. Sree family that a newspaper can inter. 
est. “Only Guarantee Star paper in Iowa, 


KANSAS. 


Lawrence. World, evenin 
Copies printed, 1906,daily, 8,77: 


MAINE. 


Augusta. Comfort,mo. W. H. fosnem, pub, 
Actual averaye sor 1906, 1,271.98 


and weekly, 
3 weekly, 8,034, 


Augusta, Maine Farmer, w’kly. Guaranteed, 
14,000, kates low; recognized farmers’ medium’ 


Bangor. Comeaierstal. Average for 1906, daily 
9.695; weekly 28,573 

Madi«on, Bulletin, wy. Circ., 1906,1,581. Now 
over 1,600, Only paper ip Western Somerset (’ 0, 


hy Maine Woods and wept rectly, 
. Brackett Co, Average Sor 196, 8,0 


Portland. Evening Express. Arerage for ‘96 
daily 12 806. Sunday Teleyrum, 8,041. 


MARYLAND. 


Baltimore, American. dy. av. ist 6 mos.’07, 
77,052; Sun., 90,827. No return privilege. 
Baltimore, NewS. daily. Evening News Pub- 
— Company. Average 1906, en For 
tober, 1907, 74,8! 
The absolute Terenas of the 
. A latest circulation rating accorded 
ou ey the News is guaranteed by the 
AN publishers of Rowell’s American 
Waa Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 
troverts its accuracy. 


MASSACHUSETTS. 


Boaton. Evening Transcript (O©). Boston's 
tea taole puper. Largest amount of week day adv. 


0.0.0.0. 8:1 


Boston. Globe. Average 1906, daily, 182.986. 
Sunday 295.232. Largest circulation daily of 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England. Advertisements go in morning and 
afternoon editions for one price. 


WH Ke He 


Nolyoke. Transcript, dail: daily. Act. + i year 
ending May, 1906, 7,339; 3 mvs, '07, 7.8 


GUAR 
Teeo 


Lynn, Evening Item, Daily sworn av. year 
1906, 15,068; first half, 1907, av. 16,470. ‘the 
Lynn family per. Circulation unapproxched 
in quantity or quality by any Lynn paper. 


Woburn. News, evening and weekly. Daily 
ar, net paid cr. March, 1,528, Wkly, 1.4¢1. 


Worcester. Evening Gazette. Actual svorn 
average for the first siz months of 1907, 15,223 
copies daily— nearly 40% increase over 1906. J. 
est eve. cire’n. Worcester's **‘Home” paper. Per- 
mission given A. A. A. to examine circulation. 


Worcester. L’Opinion Pui Eontiqu. daily (9). 
Paid average for 1906. 4.2 
MICHIGAN. 


ity, Times, evening. Av. for 6 mos 


to 7? 1, 1907, 11.002 copies, daily, guara teed. 
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Jackson, Citizen-Press, Only 
evening paper. Gives yearly aver- 
ages, not weekly. It’s Jackson’s 
greatest daily. It carries more 
advertising and has the largest 
ed a circulation. No secrets, 
Sep . daily average, 7,988. 


Jackson, Patriot. gb July, 1907, 
8,250; Sunday, 9,045, Greatest net cir- 
culation. Veritied by A A.A, Sworn state- 
ments monthly. Exumination welcomed. 


Saginaw, Courier-Herald, daily, geal 
Average 1906, 14,897; October, 1907, 14,64! 


Saginaw, Fvening News, daily Average for 
1906, 9, 964; October, 1907, 20,684, 


MINNESOTA. 


Minneapolis, Farmers’ Tritane, twice a-week. 
W. J. Murphy, pub. Aver. for 1906, $7,886. 


Minneapolis, oor pn 4 


and Sunday ‘© In 
age daily circu Mtion. FhOSd, 
Daily ee AP circulation for 


Oct., 1907, 4, Average Sun- 
day’ circulation for t,, 1907, 
72,597. The absolute accuracy 
of the Journal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
———— to reach the great 
H, purchasers throughout 
the re Nort hwest and goes into more 
homes than any paper in its field. 
It brings results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, pub. 1906, 52,010. 


Minneapolis. Farm Stock, and Home, semi- 
monthly. Actu@l average 1/05. 87,187; aver~ 
aye for 1906, 100,266; mos., 1907 104,100. 

The absclute accuracy of Farm 
Stocie & Home’s circulation rating 
is guaranteed by the American 
Newsvaper Directory. Circulation ts 
practically conjine: to the farmers 
of Minnesota, the Dakotas, Western 
Wisconsin and Northern Iowa. Use 
it to reach section most propitably. 


UA 
Gan 
TEED 


OIRCULAT’N Minneapolis Tribune. W 
J. Murphy, pub. Est. 1867. Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 
Sor the year ending Decembe-, 
1906, was 81,272. The duily 
Tribune average per issue for 

> a pa the year ending December, 1906, 

tory. was 103,164. 


St. Paul. Pioneer Press 


Net average circula- 
yoy for January—baily 85.802. 


Sunday 32,- 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri- 
can Newspaper Directory. Ninety 
per ceut of the money due for 
scriptions is collected. howtde that 

subscribers take the paper because 

thes want it, All matters pertain- 
ing to circulation are open ‘to ine: estigation. 


ovag 
teh 


Winona, Republican-Herald. Av. June, 4,616 
Best outside Twin Cities and Duluth. 
MISSOURI. 
St. Joxzeph, News and Press. Circulation 
4906, $6,079. Smith «& Thompson, Eust. Reps. 


St. |.oula, National Druggist,mo. Henry R. 
Strons, Editor ana Publisher. Aver. 44 mos. 1907 
10,655 (© ©). Eastern office, 59 Maiden Lane 


St. Louta, National Farmerand Stock Grower 
monthiy, Arerage for 1906, 104,200, 


MONTANA. 


Missoula, Missonlian. Every morning. Av- 
erage 12 months ending Dec. 3/, 1906, 5,107. 





NEBRASKA. 
Lincoln. Deutsch-Amerikan Farmer, weekly. 
Average 1906, 141,839. 


Lineoln. Freie Presse, weekly. Actual average 
Sor 1906, 142.989. 


NEW HAMPSHIRE. 
1 en Union. Ar. 1906, 16,758, daily. 
H. Farmer and \\ eekly Union, 5,550. 


Nashua. Telegraph. The only daily in city 
Average 8 mos, ending Aug. 31, 1907, 4,422, 


NEW JERSEY 
Asbury Park. Press. 1906, 4.812. Gained 
average of one subscriber a day for ten years. 
Elizabeth, Journal. Av. 1904, 5,522; 71905, 
6,515; 1906, 27,842; first 6 mos. 1907, 8,221. 
Jersey City. Evening Journal. 
1906, 28.005. First six months 1907, 24,0389. 
ewurk. Eve. News. Net dy. Sor 1966, 
eacze copies; net dy. av. for Oct., 4907; 67,148. 


Trenton, Evening Times. Av.1906, 18.287: 3 
mos, dy. av, Apr. 30, 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
1906, 16.251. It’s the leading paper. 


Average for 


Batavia, Daily News. Average first 6 mos. 
1907, 7,494, F.h. Northrup. Special Rep., N. Y. 


Brooklyn. N. Y. Printers’ Ink says 
THE STANDARD UNION now has the 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 


Buffalo. Courier, morn. Av.1906, Sunday . 91+ 
168; daily, 58.681; Enquirer, even., 32.685. 


Wuffaio. Evening News. Datly averaye 9% 
94.690; for 1906, 94,7438. 


Pe ee Leader, evening. Average 1904, 
6.288: 1905, 6,395; 1906, 6,585; Feb. av., 6,820. 


Mount Vernon, Argus. evening seuiee* 
average for year ending Oct. 34, 1907, 4,408. 


Newburgh, News, daily. Ar. 06,5.477; 4,000 
more than all other Newburgh papers combined. 


New York City. 
y & Navy Journal, Est.1863. Actual weekly 
av. yf 06.9.7 06 (OO). 4 mos. tu Apr. 07, 9,949, 


Au egy week]. - Average for re 
Dec. 28, 1906, 15,21 2. Re 


Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Actuul average for 1906, 5.488. 


Benziger’s Magazine, the only popular Catholic 
Family Magazine published in the United States, 
Guaranteed cire’n, 75,000; 50c. per agate line. 


Cupar weekly (Theatrical), Frank Queen 
Pub. Co. Ltd. Aver. for 196, 26.611(@@). 


J. Shepherd 


El Comercio, mo. Spantine export. 
—sworn, 


Clark Co. Average for 1906, dict tag 


Music Trade Review, namie music trade and art week- 
ly. Average Jor 1906, 5.109. 


Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly- average for 
4906, 11.708, 


The People’s Home Journal. 554.916 mo, 
Good Literature, 452.500 ron Win average cir- 
culations for 1906—all to paid-in-advance sub- 
scribers. F. M. Lupton, iisher. 
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The Tea and Coffee Trade Journal. Average 
circulation for year ending Nov. 1907, 8,584; 
Nov. 1907, issue, 10,000, 


The World. Actual arer. for 1906, Morn... 818.+ 
664. Evening. 539.057. Sunday, 442.228. 


Rochester. Case and Comment, mo., Law. 
Av. for year 196,22.601, Guaranteed 20, 000. 


Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 19/5, 18.058; 1906, 15.809. 


Syracune. Evening Ileraid. daily. Herald (o. 
pub. Aver, 196, daily 55.206. Sunday 40,064. 


Troy, Record. Average circulation 
Hoag! $,801. Average October, 1907, 

20,888. Only paper in city which has 
permitted A, A. A. examinatiou, 


Utiea. National ~ 1 aggmed Contractor, mo. 
Averaye for 1906, 2.62 


Uties. Press. daily. Otto A. Meyer, pubjisher. 
Average for year ending Murch 31, 1907, 14.927. 


NORTH CAROLINA. 
Raleigh, Times. Sworn statement can be 
furnished ig 4 som of the Raleigh 
Evening Times, Raleigh, N. C.,has not been less 
than 5,000 since Hovemaer, 1905. The Times 1s 
North Carolina's foremost afteraoon paper. 


The Merchants’ Journal 
and Commerce, 


Raleigh, North Carolina, 


the South’s leading Mercantile Publica- 
tion in size, circulation and advertising. 
Circulation, bona-fide paid in advance, 
11,172; guaranteed circulation, og 3 
New York Office, goo Tribune Bldg » Bs 
H. Mayfield, Mgr ; ; Raleigh, Norman H. 
—. Mgr.; Atlanta, "Armstead & 
McMichael, Mgr.; Richmond, Rufus S., 
Freeman, Mgr.; Lynchburg, John A. 
Faulkner, Mgr.; Nashville, G. D. Wil- 
liams, Mgr.; St. Louis, G. W. Buchanan, 
Granite Building. Circulation manager, 
Luther M. Tesh, Raleigh, N. C., Norman 
H. Johnson, Editor-in-chief, fourteen 
associate editors. Some space for sale for 
January and subsequent numbers. Recog- 
nized as one of the best General Mercan- 
tile Publications in America, Reaches 
nearly all Southern merchants. 














NORTH DAKOTA. 


Grand Forks, OM Av. yr. 705, 7,201. 
Aver. for year 1906, 5,180. 


OHIO. 


Akron, Times. daily. Actual fperaee Sor 
year 1906, 8,97% September, 1907, 

Ashtabula, Amerikan Sanomat. Finnish. 
Actual average Jor 1906, 10.690. 


Cleveland, Piain Dealer. Est. 1841. Actual 
daily average 1906, 72,216; Sunde 88,869; 
Oct., V o07, 74,844 daily; Sun., 86,87 


Coshocton, Age, duily, Net average 1906 


2.757. Verified by Asso. Amer. Advertisers 


Coshocton, Times. dy. Net ’06, 2.128: 6 mo. 
07, 3,416, No cash books fixed to fit padded cir. 


Dayton. The I. L. U. Home Journal, mo 
(Formerly Laborer:’ sournsi). National cir. Av. 
Sor year ending April 3v, ’07, 14.811 oon. 
Critically read by 36, 500 members of THEIL. 
GRAND LODGE, — beneficiary estes 
of wage- -workers. 5c. agate line, flat rate. 





Dayton, Jone. eh ote months 1907 act 


ual average. 24,19 
London, Democrat. semi-weekly. Actual «rer 
age for 1906, 8,668; now guarantees 4,000, 
Springfield. Farm and Fireside. over *; cen. 
tury leading Nat. agricult’! paper. Cir.485. 090, 
Warren. Daily Chronicie. Actw a Qrrrage 
Sor year ending December 31, 1906, 2,63 


Youngatown. Vindicator. D'y. av.'06. 18.740; 
Sy. 10,001: LaCoste & Muxwell, N Y. & Cnicayu, 


OREGON. 


Mt. Angel. St. Joseph’s-Biatt. 
3, 1907, 19. 158. 


ute. Journal, daily Average 45, 


25,578; for Oct., 1907, 28,469. The 
absulute correctness of the latest c rreula- 
tion statement guaranteed by Rowell’ 


American Newspaper Directory. 


Weekly. May 


Portland, Pacific Northwest, mo.; av. {sf 6 mo, 
1907,16,000, Leading farm paper in State. 


PENNSYLVANIA. 
Cheater, Times, ev’g d’y. Average 1996. 7.688, 
N, Y. office, 220 B’way. qs Northrup, Mer. 


Erie, Times, daily. Aver. for 1906, Ae 
Oct., 1907, 18,545. E. Katz, Sp. Ag., N. Y. 

Harrisburg, Telegraph Sworn av. - 14, 
582. Largest paid ys hes oe in H’b’g or no pay 


Philadelphia, Contec oer Journal. ao, 
Av, 1905,5,.470; 1906, 6, 514 (OO). 


The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for eacu day in 
the month of October, 1907: 


+ 331,3 
» 81 ‘087 
eon 230,081 
soctooeseees Sunday 
226 882 





"Total for 27 days, 6,213,081 copies. 
NET AVERAGE FOR OCTOBER 


230,114 copies a day 


“The Bulletin’s” circulation figures are net: 
all damaged. unsold, free and returnea copité 
have been omitted. 

WILLIAM L. McLEAN, Publisher. 


OOO 


The correctness of FARM JOURNAL’S 
suvscription statements is guarai- 


teed by the American Newspaper !'i- 
rectory. The average edition for the ¥ 
year |} was 551,633 copies each 

It ae more actual paid in- 


© ©), 
ot all, the Seventa agar Bowl. 


OO 





& 


wm 

i 
Fami 
Cireu 
villag 


Vo 
17,7 
Pay 
for is 
Pro 


Sunde 
620 a 


te 


We 
4.62% 


Cha 
age fo 


Spa: 
culatin 


circuia 


R 


Mem 
weekly 
Sunda 
Thomp 


Nash 


1,iss 


Fl P: 
both ot 


1 aver 
De, 


hy Cen 
>. 000, 


erage 


3. T40: 
hicago, 


y. May 


ye 19m, 
. The 
reula- 
owell’é 


sf 6 mo, 
ate. 


G88, 


er. 
7,110; 


. 14 
10 pay 


actual 
day in 


PRINTERS’ 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 

per. Besides the Guarantee 

tar, it has the Gold Marks and is 

on the Roll of Honor—the three 

most desirable distinctions for 

any newspaper. Sworn average 
circulation of the daily Press for 

1906, 100,548; the Sunday Press, 137,863. 


Pittsburg, Pa., The Team Owners’ Review. 
n-grade monthly trade paper; first-class ad- 
ing medium. Circulates among Team 
Owners, Hauling Contractors, Transfer, Express, 
Carting and Dra; Cc cmpaars, the largest 
consumers of Horse — Saddlery, stable 
Supplies, Wagons, ‘trucks, e 


Seranton, Truth. Sworn circulation for 1906, 
14,126 copies daily, with a steady increase. 


Weat Cheater. Local News, 
daily. W.H. Hodgson, averayefor 
—“, —" — y 35th year. 

pen ester County 
maid ae: P_ tts Ona Devoted 
to home news. hense 1s a home 
paper. Chester County is second 
in the State in agricultural wealth. 


Ww illlamsport, Grit. “America’s Greatest 
Family Newspaper.” Aver, 10 mos.,’07, 284,111. 
Circulated in over 13,000 small cities, towns and 
villages. Home circulation. Guaranteed. 


Ft Dispatch and Daily. 
17,7 


Average for 1906, 


RHODE ISLAND. 


Pawtucket. Evening Times, Aver, circulation 
for 196, 17.11% (sworn), 


Providence, Daily Journal. 18.051 «@O), 
Sunday, 21,840. :\©@). Hvrening Bulletin 36,- 
620 averaye 196. Providence jiournai Co.. pubs, 


Providence. Tribune. Morning 10.34/. 
Evening 81.118: Sunday. 16,320. Most 
progressive paper inthe field. Evening 
edition guaranteed by Kowell’s Am. N.D. 


ent: Sun. Geo. H. Utter, pub. Aver. 1996, 
4.627. Largest circulation tn Seuthern R12. 


SOUTH CAROLINA. 


Charleston. Evening Post. Actual dy. aver- 
age for 1906,4,.474. Decemoer, 1906, 4.755. 


Columbia, State. Actual aver- 
age for 1906, ca OS. 11,287 
copies; semi-week 625; "Sun- 
day (@®@). 006, 1R.888 Actual 
avérage for “frst six months, 1907 
gottne 2 12,940, Sunday (@o) 


. 


Spartanburg, Herald. Actual average cir- 
culation for first nine months 1907, 2,621. 


TENNESSEE. 


Chattanooga, News. Arer. 3 
08, eed Dec. 31, 1906, en 
Only Chattanooga ‘paper rmit- 
GRAR ting examination circulation by 

N Assoc. Am. Advertisers. Carries 

EED more advg in 6 aays than morn- 
ing paper7 days. Greatest Want 

Ad medium. Guarantees largest 
circulation or no pay. 


Knoxville, Journal] and ‘Tribune. 
Daily NS ebe. year ending December 
31, 1906. Week-day average now 
in excess of 15,000, The leader. 


Memphis, Commercial Appeal. o-: Pec 
weekly. First siz months dag ou, : 783; 
Sunday, 61,485; weekly, 81,212. alee a 
Thompson, Representatives. N. Sa and Chicago. 


Nashville, Banner. daily. Aver. for vear 1906, 
$1,455; Jan. 1907. 88.388; Feb. 197, 87.271. 


TEXAS. 


El Pano, Herald. Oct.. ar., 8,155 


More ~~ 
both other El Paso dailies. A. 


’ Veritied by a. 
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VERMONT. 


Barre. Times. mn. F. E. Langley. Aver, 1905, 
8.527; 1906,4.1 


Bennington. Banner —. T. E. Howe. 
Actual average for 1906, 1.9380. 


Burlington, Free Press. Dette average for 
1906. 8.459. Largest city and State circulu- 
tion. Examined by Asso. of Amer. Advertisers. 


berm x4 Argus, gus, daily. Actual average 
Sor 196.8 +280 copies per er issue, 


Rutland. Herald. Average 1904, 2,527. Av- 
erage 1905, 4,286. Average 1906,4,677. 


St. Albana, Messenger. daily. Actual average 
Sor 1905,3,051; Jor 1906, 8.388 copies per issue. 


VIRGINIA. 


Richmond, Modern Farming. mo. Arerage 
Sor jirst five months of 1907, 14,425. 


WASHINGTON. 


Seattle, Post aingelligences (e9). 
Oct.. Suni 


in Seattle. 

cash paid circulation in Washing- 
ton ; highest quality, best service 
greatest results ulways. 


Seattle. The Daily and Sunday 
Times lead all newspapers on the 
Pacific Coast nortn of Los Angeles 
in amount of advertising printed 
during first 6 mos. 1907" Nearest 
rival was over 134,401 


results. Average fi 

56,794 Sunday. ‘Average for. spi 
—Morning 16, 99, Evening 47,457, Stinday 

66,801. Son ‘get the best quality and larges' 

quantity of proven circulacion perfectly eeaed 
when you buy space in the Times, the biggest 
newspaper success of the last decade on the 
Pacific Coast. 


Tacoma, Ledger. Average 1906, daily, 16,089; 
Sunday, 21,798. 


Tacoma, News. 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, — fats. R. E. Hornor, 
pub. Average for 196, 40. 


Ronceverte. W.Va. News. wy. Wm. B. Blake 
& Son, pubs. Aver. 1906, 2,220. 


WISCONSIN. 


Areruge 1906,16,109; Sat- 


/ Ea aR | 
The Janesville (Wis.) Gazette 7 


Population of District 
Poyulation covered re GAZETTE.... "3.000 


Remainder 
Js this not a complete covering for the million 
and a half a year tobaccu and sugar beet belt. 
Figures are sworn. 
M. C. WATSON. 1509 Home Life Bldg., N. Y. 
A. W. ALLEN 1502 Tribune Bldg., Chicago. 


Madison, State Journal, dy. Average 1906 
3.602; Jan., Feb., Mar.,1907, 4,884; Apr., 5.106, 


Milwaukee, The Journal, eve., 
ind. Average circulation for 
Oct., 52,450 daily; gain over 
Oct., 1908, 2.218 daily. Vaid city 
circulation ALONE greater than 
TOTAL paid of any other Mil- 
wauxee daily or Sunday; also 
more advertising carried. 





Milwankee, Evening Wisconsin, d’y, Av, 1906 
28.480 (©). Carries largest amount of ad- 
vertising of any p°ner in Milwaukee. 


ewig Northwestern. daily. 


Average for 
1906, 8.099 





PRINTERS’ INK. 


Racine. Wis., Eatab. 1877. 
Actual weekly averaye ey year 
ended Sept. 30, 1907, e e 
Larger circulation in Wiscon- 
sin than any other rea ne. Adv. 
$3.50 an mch. Mfice, Tem- 
ple Ct. W.C. dha Mor. 


WYOMING. 


Cheyenne. Tribune. Actual daily average - 
Sor 1906, 5,126; semi-weekly, 9 mos., 07, 4,294 


BRITISH COLUMBIA. 
Vancouver, Province. daily, Average 


Sor 
4906,10,161; Oct. 1907, 15,015. H. leClerque, 
U.S. Repr. , Chicago and New York. 





MANITOBA, CAN. 


Winnipeg, Free Press, rd and ee. de 
erage for 1906, daily, 84,55: oe “ety Oct. 
86,207, wy. av. for mo. of Oct., 21,620, 


Winnipeg, Der Nordwesten. Canada’s ‘jer. 
man newsp’r, Av. 1906,16.177. Rates 56c. inch, 


Winnipeg, Telezram. Average 6 mos. : 001, 
22,961. Weekly av. 19,586, hat rate, 3:-c, 


QUEBEC, CAN. 


Montreal, Ia Presse. Actual average, /908 
daily 100,087, weekly 49,992, 


—_—— 
Montreal, The Daily Star and 
The Family Heraid and Weekly 
Star have nearly 200.000 smbecrib- 
ers, representing 1,000,000 readers 
—one-fiftn Canada’s population, 
Av, re of the Daily 
60,954 copies: daiiy;the W: vekly 
po ae 128,452 copies each demun, 








THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popuiar Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 


y J ANT advertisers get best results in C ese 
Springs Evening Telegraph. 1c. a wor 


CONNECTICUT. 


N ERIDEN, Conn.. MORNING RECORD; Old es- 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate, cent a word: 7 times.5 cents a 
word. Agents Wanted, half a cent 4 word. 


DISTRICT OF COLUMBIA. 


Ts — and Sunpay Star. Washington, 
©). carries DOUBLE the number of 
Want Abe of any other paper. Rate lc. a word. 


ILLINOIS. 


7 HE DAILY NEWS is Chicago’s ‘Want ad” 
D.rectory. 


T HE TRIBUNE publishes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 

fMHE INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers —_ bined. The 
total number it pe in 1 as 315,300. an 
average of over 1,000 every day, w which is 126,929 
more than all the other ; indianapolis papers had. 


The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. lead by all the pros- 

rous business men and well-paid mechan- 

es in what been accepted as the 

‘Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 

















STAR LEADS IN INDIANA. 


During the last ten months the INDIANAPOLIS 
8TAR carried 509.58 more columus of paid classi- 
fied advertising than carried by its nearest «om- 
ag during the same period. The STAR gained 

.69 columns over the corresponding months 
of last year. During the past two years the 
StTar’s circulation has exceeaed that of any other 
Indiana newspaper. Kave, six cents per line. 


1OWA. 
™ Des Moines REGISTER AND LEADER; only 
mornivg paper; carries more ‘‘want”’ ad- 
vertising than any other lowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy, 


es Des Moines CAPITAL guarantees the lar- 

gest city ana the targest total circulation 
in lowa. The Want columns give splendid re- 
turns always. the rate isl cent a word; by the 
month $1 per line. It is publishea six evenings 
a week; Saturday the big day. 


MAINE. 


HE EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combined. 


MARYLAND. 
ee Baltimore News carries more Want Avs 
than any other Baltimore daily. It is th- 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS, 
HE Boston KVENING TRANSCRIPT is the great 
resort guide for New Knglanders. ‘hey 
expect to find all good places listed 1n its ad ver- 
tizing columns, 


she oe ie ok He Hk 


M\HE BOSTON GLOBE. daily and Sunday, for 
the year 1906, printed a total of 444,757 jaid 
“want” ads. There was a gain of 17,530 over the 
ear 1905, and was 201,569 more than Sead other 
oston paper carried for the year 1 


de Ye te te te oe 





kly. 4p 
Met. : 107, 
D. 

la’s rer. 
6c. inch, 
08. 3307, 
@, 3!¢, 
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( WORD AD, 10 cents a day. Patty ENTER- 
3 } PRISE, Brockton, Mase. Circulation. 10,000. 


MINNESOTA, 


TO HE MINNEAPOLIS TRIBUNE is the recognized 
T Want ad medium of Minneapolis, 


J. PAUL DISPATCH. St. Paul, Minn., covers 
© its field. Nine months’ average, 68, 


The Minneapolis JOURNAL, earyy 
and Sunday, carries more clas- eo | 
sited advertising than ~ — 
oy newspaper. No free 
Wants and no Clairvoyant nor 
objectionable medicai advertise- 
ments printed. Classified Wants 
printed in Oct., 180,740 lines. In- 
fividoal advertisemente, 25,757. 

Eight cents per agate line oe in- 

sertion, if charged. No ad taken 

for less than 2% cents. If cash ac- 
© ©] companies order the rate is Ic. a 

word. No ad taken iess than 20c. 


CIRO’'LAT’N TS. MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
oe has over 100,000 subscribers. 
i) of 
Want advertisements every week 
at fuli price (average of two 
pages a day): no free ads; price 
covers both — and even- 
ng issues. ate, 10 cents per 
by Am. Newa- 
paper DI'tory line, Daily or Sunday. 





MISSOURI. 
HE Joplin GLoBs carries more Want ads 
than all other papers in Southwest Missouri 
sombined, because it gives results. One centa 
word. Minimum, 1b5e. 


MONTANA. 
n NAR Anaconda STANDARD is Montana’s great 
t-Ad” medium; lc. a word, Average 
plies. (first 6 mos. 1907), 11,187; Sunday, 1b, 


NEBRASKA, 


HE AMERICAN FaRM [iBRARY, Edgar, Nebr. 
Monthly. Circul’n 25,000. Rate, 2c. per word. 


NEW JERSEY. 


.EWARK, N. J, FR&Ie ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY EveninG JOURNAL leads allother 
©@ Hudson County newspapers in the number 
of classified ads carried. It exceeds because ad- 
vertisers get prompt results. 


NEW YORK. 
LBANY EVENING JOURNAL, Fastern N. Y.’s 
best paper for Wants and classified ads. 


A RGUS, Mount Vernon’s only daily. Greatest 
ch Want Ad medi in County. 





y TREKLY RECORD, Brooklyn—2c.—5,000 sold 
every Friday. Want Ad medium. Ic. a word. 


BUFFALO NEWS with over 95,000 circulation, 

isthe only Want Medium in "Buffalo and the 
fom ae Medium in the State, outside of 
New York City 


PRINTERS’ INK, published weekly. The rec 
ognized and jeaaing \\antad medium for 
want ad mediums, mail order articles, advertis 
ing novelties, printing. typewritten circulars, 
ri ‘bber stamps, office devices. adwriting, bualf 
tone making, and practivaliy anything whicn 
verests and appeals to advertisers and busi- 
ness men. Classified aavertisements, 20 cents 
& line per issue flat, six words toa line,’ 


7 OUNGSTOWN VinpicaToR—Leading “Want” 
medium, lc. per wora. Largest circulation. 


OKLAHOMA, 


Ts OKLAHOMAN Okla. City, 21.040. Publishes 
more Wants than avy 7 Wkla. competitors. 





PENNSYLVANIA. 
‘q‘HE Chester, Pa.. Times carries from two to 
five times more ciassifiea ads than any 
otherpaper. Greatest circulation. 


RHODE ISLAND, 


HE EVENING BULLETIN—By far the largest cir- 
culation and the best Want medium in k. 1, 


ROVIDENCE TRIBUNE, morning and even- 
ing, 43,000, brings results, cost the lowest, 


SOUTH CAROLINA. 
fP.HE Columbia STATE (©©) carries 
more Want ads than any other 
South Carolina newspaper. 


OANADA, 
A PRESSE, Montreal. Largest daily tircula- 
tion in Canada witnout exception. (Daily 
100.087. Saturdays 117,000-—sworn to.) Carries more 
want ads than avy newspaper in Montreal. 


[SE DaILy TELUGRAPH, St. John. N. B., is the 

want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
EKastean Canada, Want ads ove cent a word, 
Minimum charge 25 cents. 


. y= Montreal DaILy STAR carries more Want 
advertisements than al! otner Monctrea) 
dailies combined. The FamILy H&RaLD aND 
WEEKLY STAR carries more Want advertisemeuts 
than apy other weekly paper in Canada. 
“COPIES PRINTED” IS BEST 
DEFINITION NOW. 

A good circulation, what is it? The 
number of copies sent out or sub- 
scribed for doesn’t mean much until 
the size of the field is taken into con- 
sideration. The advertiser wants an- 
swers to two questions, What is the 
purchasing power of the field? and, 

fhat is the reaching power of the 
paper? Some day we shall have a 
measure of the value of a medium 
which will be more satisfactory than 
mere number of copies’ printed.— 
Selling Magazine. 


BOOTBLACKS ADVERTISE. 


The bootblacks on the Lackawanna 
ferryboats wear a sign on their caps 
reading, “Boys are forbidden to solicit 
customers.” They don’t. But young 
Italy has devised an ingenious method 
of compliance with the law. The boys 
stop directly in front of a man with 
dull shoes and give a shrill, inquisitive 
whistle which seems to express pained 
surprise that any respectable com 
muter should be seen in such a con- 
dition. That whistle often does the 
business.—N. Y. Sun. 


a 
SOLID PRINCIPLES. 


Legitimate advertising is the medium 
whereby we keep our name before the 
public, and, by legitimate advertising, 
considered in the light of the obliga- 
tion existing between a patent attor- 
ney and his clients, we mean _adver- 
tising in which no inducement is held 
ent to influence patronage, except the 
proven ability of the attorney to pro- 
cure for the inventor a patent that 
will cover and protect the full degree 
of novelty possessed by the invention. 
—Patent Profit. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 


COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New YORK CIty. 
Telephone 4779 Eeekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. ROWELL, 
10 Spruce 8t., New York City. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 


ta Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 


Advertisements 20 cents a line, pearl measure 
15 lines to the inch ($3); 200 lines to the page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

Un time contracts the last 7, is repeated 
when new ony. fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, May 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. s 

Two lines smailest advertisement taken. Six 
words make a line. 2 ae. 

Everything appearing as reading matter is in- 
serted free. 

All advertisements must be handed in one 
week in advance. 





New York, Dec. 4, 1907. 








Don’t over-persuade your pat- 
ron, or you may send him out as 
a displeased customer, 


THESE are the weeks of magni- 
ficent gift purchases, when no 
advertiser can afford to be mute. 

ADVERTISING is better than Mrs. 
Partington’s broom. She couldn't 
sweep ‘back the ocean, but adver- 
tising sweeps off dust from goods 
and shelves. 


Phoebe 


THE marriage of Miss 
B. Bordeaux, of New York, and 


Charles Love Benjamin, of Mil- 
waukee, occurred on Wednesday, 
November 27th, at the home 
of the groom's brother in Brook- 
lyn. Mr, Benjamin was the first 
editor of Printers’ INK, and 
now occupies the position of ad- 
vertising manager of the Cutler- 
Hammer Manufacturing Com- 


pany. 


PRINTERS’ INK. 


Don’r give a_ wrong reason for 
a right thing. The latter is sufi- 
cient unto itself. 


Where the Between 1900 and 
1905, according 
Paper Goes. +o “Census Bu. 
reau figures, there were published 
a lot of various new publications 
of a non-literary character. 
Seven hundred and _ ninety-two 
were city directories which use 
annually 12,000,000 sheets of 
book paper. Telephone books 
use 133,000,000 and street car 
transfers (who would have 
thought it?) 30,000,000 more. 
Catalogues for the mail-order 
business have «also greatly in- 
creased. Book and job printing 
increased by forty per cent within 
the five years hamed, while the 
“newspaper and periodical indus- 
try” increased forty-six per cent. 
The Nation, from which these 
figures are taken, adds: 


Yet this difference itself can be ac- 
counted for chiefly on the commercial 
side. Prior to 1890 “subscriptions and 
sales” accounted for more than half 
of the total ‘‘value of products,” 
whereas in 1905 56.7 per cent of the 
return from newspapers and periodicals 
came from the advertising. This fact 
underlies any consideration of exist- 
ing tendencies in the periodical press. 
Something like three-fourths of Ameri- 
can periodicals are and always have 
been weeklies. The proportion of in- 
dividual weeklies has fallen off only 
a little since 1900, but on the basis of 
circulation these and all other classes 
have been eclipsed by the monthly 
magazine: 

“For the period from 1900 to 1905, 
monthly publications reported an ag: 
gregate circulation per issue (upon a 
decade basis) five times as great as 
the increase shown for the decade 
from 1880 to 1890, and more than 
four times as great as the increase 
shown by the daily class for 1900 to 
1905, and over ten times as great as 
that of the weekly. Thus, in 1905, the 
aggregate circulation of the monthly 
outstripped that of every other class, 
and amounted to almost half the total 
circulation per issue of all classes of 
publications in the United States.” 

One of the most significant develop- 
ments is the rise of the Italian and 
Polish newspapers. To make the “un- 
desirable’ immigrant into a newspaper 
reader may not alter his nature, but 
it sometimes does furnish a_ starting 
point for his assimilation. It migiit 
be added that some of these hyphenated 
American journals furnish a gov 
deal more sensible and edifying rea'- 
ing than the sensational American p:- 
pers which the immigrant’s son may 
peruse so greedily. 
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Tue Southern Tobacconist and 
Modern Farmer is now known as 
Modern Farming. 


Tue November meeting of the 
Technical Publicity Association, 
New York, was addressed by 
Paul Pfizenmayer upon ‘The 


Evolution of Fine Printing and+ 


its Influence on Advertising Lit- 
erature.” 


Henry R. Srrone, publisher of 
the National Druggist, has pur- 
chased the Medical Brief, St. 
Louis, from Dr. J. J. Lawrence, 
who parts with the publication at 
the age of 72 years, after con- 
ducting it since 1872. 

THE walls of the editorial rooms of 
the Pittsburg Dispatch are among 
the most attractive in the coun- 
try, being covered with 679 
matrices, fac-simile of different 


newspapers in the United States. 
These mats are gilded and afford 
a very interesting study. 


SOUTHERN enterprise has come to 
the front in the production of the cata- 
logue of the Columbia Show Case 
Company, Columbus, Ga. The cata- 
logue is said to be the most elab- 
orate ever issued by a show-case 
factory. It contains 172 pages of 
plate paper, and almost every 
page has a half-tone illustrating 
one of the factory’s products. A 
notable feature is the full page 
given over ta “boosting” Colum- 


bus. 


THe Pittsburg Dispatch has 
opened up on the third floor of 
its new building a free library 
and auditoriim. The library is 
equipped with three thousand or 
more books of reference, fiction, 
science, etc., in charge of a li- 
brarian. The auditorium has a 
seating capacity of five hundred 
and is a convenient meeting place 
for societies. It is also used for 
entertainments where the pro- 
ceeds are used for charity. The 
arrangements for the comfort and 
convenience of the employees of 
the paper all originated with 
Colonel Charles A. Rook, presi- 
dent-editor of the Dispatch, 
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THE latest issue of the Ameri- 
can Perfumer contains a page ad- 
vertisement, embossed in colors, 
which is said to be the first color- 
ed insert ever placed in a paper 
devoted to the perfumery and es- 
sential oil trade. 

THe Deutsch-American Farm- 
er, Lincoln, Neb., recently sent 
out a very attractive mailing 
card, containing an argument in 
favor of using papers with ex- 
tensive circulation. The Farmer 
issues more than 140,000 copies 
each issue, and is read by farm 
owners, who at present are the 
best sort of people to reach. 


Pay Your It is unreason- 
able to suppose 
Bills, that you can de- 
lay payment of just indebtedness, 
because of anxiety regarding 
business conditions in the im- 
mediate future, and not suffer 
from the resulting depression, If 
you alone were to follow this 
course, well and good; but you 
are but an individual, and your 
course of action may safely be 
regarded as an index of what 
others will do. Lack of confi- 
dence is the term that briefly 
summarizes the reason why you 
are keeping money out of circu- 
lation which might help to re- 
store normal conditions. You 
are merely sitting back and wait- 
ing for others to shake off their 
fear before you follow in their 
footsteps. But suppose these 
other faint-hearts delay too long, 
—who will start the procession 
back to normal times? Retrench- 
ments have already been neces- 
sary because of the money-hoard- 
ing of yourself and others, and 
further retrenchments are bound 
to follow unless you regain your 
confidence. Retrenchments if con- 
tinued will prohibit a return to 
normal conditions. 

The country is sound, and it is 
not going to suffer long from 
lack of confidence. You can 
hasten the return of the happy 
conditions that you have become 
accustomed to during recent 
years. Stop talking hard times. 
Pay your bills. 
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THe twelfth edition of the 
annual financial review of the 
New York Times will be publish- 
ed January fifth. 

C. E, Foster, of the Foster-Mil- 
burn Company, Buffalo, manufactur- 
ers of Doane’s Kidney Pills, has just 
returned from a several months’ trip 
abroad, 

Tuomas W. Loytess, editor 
and manager of the Augusta, 
Ga., Chronicle, has been elected 
president of the Augusta Cham- 
ber of Commerce. 


THE Herald, Oakland, Cal., has 


been sold to the Znguirer, and the 
combination will be run under the 
name of the latter paper. 
took place November 16. 


The sale 


NELSON A. CHESNUTT has severed 
his connection with the Gratz Agency, 
Philadelphia, and has started an 
agency of his own, styled Nelson A. 
Chesnutt & Company, It is located 
in the Land & Title Building, Phila- 
delphia, and rate cards are being 
called for from publishers. 


R. H. WooprvuFF, advertising man- 
ager of the De Laval Separator Com- 
pany, who was interviewed for PRINT- 
ERS’ INK recently, asks that the Wzs- 
consin Agriculturist be added to the 
list of farm papers that are in con- 
stant use in his advertising. This 
paper, he states, is among the best on 
his list. 

ABout the first of January M. D. 
Hunton, who has for several years 
been connected with the Hand, Knox 
& Cone Co., will retire and will join 
the outside force of the foreign adver- 
tising department of the Hearst pub- 
lications. C. F. Kelly, now with the 
Smith & Thompson Special Agency, 
has purchased an interest in the Hand, 
Knox & Cone Co., and will succeed 
him, becoming a director and treas- 
urer of the company. Mr. Kelly has 
been with Smith & Thompson for two 
years. Prior to his connection with 
Smith & Thompson, he was manager 
of the Fail River G/lode for eleven 
years. Mr. Kelly will assume his du- 
ties with the Hand, Knox & Cone Co. 
shortly after the first of the year. 


PRINTERS’ INK. 


This Week's The-clemifed ad 
vertising carried in 


Classified. PRINTERS’ INK i: 


necessarily limited in volume, becaus: 
it is a class publication, with a circula- 
tion wholly among advertisers or thos: 
interested in the advertising business 
But the classified columns are always 
interesting, and not a few subscribers 
say they never miss this department 
in PRINTERS’ INK. Within a month 
a dozen or more subscribers have writ- 
ten in that they read the paper each 
week “from cover to cover,” whic) 
speaks eloquently for its advertising 
value. 

One advertiser this week has a 
list of names for sale. A seconi- 
hand printing press is offered, and 
what seems an. excellent chance 
for any one interested, a complete 
job-printing plant, is put.on the mar- 
ket. Several likely men are looking 
for advertising positions, and one such 
position is seeking a man. Given’s 
“Making of a Newspaper ” is offered 
to buyers. A textile trade paper wants 
an editor. One man is in search of a 
small daily or good- weekly, to pur- 
chase. Original comic drawings are 
advertised for sale. One announce- 
ment tells of a writer who makes a 
specialty of bank advertisements. 

Among the advertisers who have 
appeared in past issues, S. F. Myers 
Co., jewelry manufacturers, deserves a 
prominent place. For fifteen years 
this company has advertised continu- 
ously in PRINTERS’ INK. One single 
order received more than paid for 
all past advertising, and a balance re- 
mains that will meet the charges for 
several years more. But other orders 
are received right along, and Mr. 
Clark, the advertising manager, is 
more than pleased. R. S. & A. J). 
Lacey have advertised their “ Patents 
That Protect” for four years, and 
other long-time advertisers are the 
New York World, Troy (Ohio) Recor, 
Blair Printing Company (index cards), 
Thomas H. Stuart (printed booklets), 
and the Powell School. 

“Tam most interested in the ads,” 
writes one subscriber. ‘“ Maybe I 
have more curiosity than most peo- 
ple,” another says, “but I always 
want to know ‘what’s doing’ and 
never fail to go over these pages.” 
It is safe to say that this classified 
section receives a large share of «t- 
tention from a great many others, €!se 
the returns would not be satisfactory. 
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PaynE & Younc, Marquette 
Building, Chicago, have been ap- 
pointed western representatives 
of the New York Tribune. 


—— 

THERE are 101 full-page adver- 

tisements in the combined De- 

lineator, Designer and New Idea 

Woman’s Magazine for Decem- 
ber. 


For the best advertisement, 100 
lines across three columns, ex- 
pressing the points in its adver- 
tisement that appeared in PrintT- 
ERS’ INK last week, the New 
York Times offers fifty dollars. 

Tue Detroit News and Free 
Press now sell for two cents a 
copy instead of one. The Free 
Press will continue the five cent 
rate for its Sunday issue, while 
the News’ advance applies only 
to the morning edition, its after- 
noon issue remaining at one cent. 

Patent Profit is the name of a 
quarterly issued by R. S. & A. 
B. Lacey, patent attorneys in 
Washington. While it is primar- 
ily intended to advertise the pat- 
ent business of the publishers, it 
has a subscription price of fifty 
cents a year and inserts paid ad- 
vertisements. The paper is 
modeled, apparently, upon the 
typographical lines laid down by 
PRINTERS’ INK almost twenty 
years ago, and is one of the most 
likely babiés in the Little School- 
master’s nursery. 


One of the newest accounts on 
the books of the Lord Advertis- 
ing Agency, New York, is the 
Intercontinental University, of 
Washington, D, C. These people 
started an advertising campaign 
some time ago, beginning with 
two page copy in magazines, but 
somehow they did not get results 
although sixty thousand dollars 
were spent in advertising. The 
Lord Agency is using smaller 
space than was formerly em- 
ployed and places the various 
courses before the reader in a 
clear, convincing manner. Copy 
is now being sent to the various 
magazines. 
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A good many people who speak 
before they think 
that the Mail Series method of 
advertising is “played out” and 


twice insist 


“done to death.” 


The use of the traveling man 
as a means of securing orders is 
a good deal older and has been 
worked much harder, but it is 
just as popular and profitable as 
effort 


being to keep more men and bet- 


it ever was—the constant 


ter men on the road. 


the 


Mail Series as a means of getting 


It is the same way with 


orders. It may be made just as 
profitable as it ever was—more 
profitable, because more men are 
reading and heeding really good 
at 
time during the history of pub- 


advertising than any other 


licity. 


The only problem is to devise 
strong, original, convincing meth- 
ods of Mail Series advertising— 


printed things that will be read 


and preserved and which tell the 
story in a way that will bring 


orders. 


We have solved this problem 
for many shrewd and successful 
advertisers and we can solve it 


for you. 
GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 


41 Union Square, 


New York City. 
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SELF ADVERTISING BY 
NEWSPAPERS. 


At this season the newspaper 
which believes in self advertising 
begins to put in some hard licks 
along that line, having neglected 
it more or less all summer and 
thus helped to confirm the opin- 





ion of advertisers that only 
transportation companies and 
hotels can make any profitable 


use of advertising during the 
heated term. It is to be hoped 
that with the coming of another 
summer, newspapers will be pre- 
pared with a good campaign of 
et boosting copy, particularly 
suited to the season—copy con- 
taining facts and figures as to the 
brevity of the average vacation— 
the relative number of people 
who remain at home all summer, 
whose needs must be supplied by 
home merchants, and whose 
wants—whose indulgences in 
little luxuries—are all the great- 
er because they do remain at 
home. 

Self advertising by newspapers 
is still devoted very largely to 
the pursuit of the want ad, be- 
cause the want ad is known to be 
a circulation builder and thus a 
powerful influence on display ad- 
vertising. 

Some excellent examples of 
this kind of advertising were run 
during the past summer in The 





Oklahoman, Oklahoma City, 
Okla. : 
MORE THAN 100,000 READERS 


FOR ONE CENT PER WORD. 

Which figures 6 cents per line for 
100,000‘ readers. Which figures .6 
cents per line for 10,000 _ readers. 
Which figures .06 cents per line for 
1,000 readers. Which means that 100 
lines of advertising may be inserted in 
the Want Columns of the Oklahoman 
for 6 cents per 1,000 readers. 
Oklahoman Want Ads Are Cheapest 

As Well As Best. 


YOU CAN SELL YOUR COW, 


calf, Jersey heifer, driving team, sad- 





dle horse, dray team, matched _ sor- 
rels, span of mules, pony, pigs, ducks, 
turkeys, guineas, geese, peafowl, 
pigeons, pointer, Belgian hares, goat, 
Maltese cat or poodle dog through 
the livestock columns of the Okla- 
homan Wants. There are people 


anxious to buy them, but they do not 
know that you have them to sell. You 
can tell them by advertising. 


PRINTERS’ INK. 


IF FOU WERE LIVING 
in a country town your acquaintance 
with all the townspeople and their af- 
fairs would enable you go directly 


to them with all yout y i In a 
city like this it is in The 
man who lives next dg ay “be the 


artisan you wish, the %{‘on who sits 
beside you in the strecté car may be 
the stenographer you are in need of, 
or the man you passed in the City 
Hall may be the desired partner in 
your business. 

But you are strangers to each other. 
Here is the great field of the Want 
Ad_ Medium, making you acquainted. 

One Cent One Word, in the Qkla- 
homan. 





Tue Farrmont “West VIRGINIAN,” 

Established 1868. 

Daily and Semi-Weekly. 

FarrMont, West Virginia. 
Printers’ Ink Publishing Company: 
GENTLEMEN—I enclose you proof of 
an advertisement we ran to-day in 
reference to street-:car advertising along 
with some local readers we are using 
in connection with the display. | will 
ask you to express your opinion of 
this work in your. interesting journal 
if you have the space to spare. I 
also send you marked copy of paper 
showing the use of this advertising. 

Yours very truly, 

(Signed) L.. M. Davts, 
Bus. Mer. Fairmont West Virginian, 


As has been said in previous 
papers of this series self adver- 
tising by newspapers may well 
embrace something in the way of 
instruction to advertisers in the 
effective use of space. That, in 
some cases may be the only, or 
at least the quickest, way to get 
a prospect really interested in 
advertising. Of course, the 
logical way is first to argue the 
value of advertising as a general 





proposition, then when your 
arguments have been accepted, 
urge its specific application to 


the prospect's business, and then, 
if necessary, go into the details 
of how to make copy. But it 
may sometimes be necessary to 
reverse the logical order, and 
build up interest in the general 
proposition by taking up some 
feature that would ordinarily be 
considered only after the signing 
of the contract. Printing points 
about the making of copy is good 
advertising in several ways. Be- 
sides being of real help to pres- 
ent advertisers in changing copy, 
printing better stuff and getting 
better results, it will impress the 
prospect that his advertising will 








ice 
af- 
tly 


the 
sits 
of, 
ity 

in 


of 
in 
ng 
ng 
ill 
1al 


er 
1g. 


he 


ret 
in 
he 


-al 
ur 


to 
n, 
ils 





PRINTERS’ INK, 29 


be in good hands—in the hands 
of people who know how it 
should be fr ned for high effi- 
ciency * 10 will help him 
with an. if necessary. To 
the small . _srtiser the prepara- 
tion of copy more often deters 
him from advertising than the 
cost of space. One of the ads 
submitted with the above letter 
is of the helpful sort referred to, 
only that its principal purpose 
was something quite different— 
to make barn, fence or street-car 
advertising look ridiculously in- 
adequate to the needs of the 
local advertiser, in which it was 
fairly successful: 


WHICH GETS THE BUSINESS? 

Below is a fair sample of the kind 
of publicity you get from Barn, Fence 
or Street-Car advertising: 

“Slow & Easy, the leading carpet 
dealers, will save you money.” 

And the following is what can be 
seen in the newspapers reaching thou- 
sands more people daily: 

“Not in all the town will you find 
carpets like these so attractively priced. 
We have just received 50 rolls of 
heavy all wool ingrain carpet woven 
from select chain with superior body— 
the kind that will wear well and look 
well as long as it is in use. A num- 
ber of superb and tasty patterns are 
shown. By taking the entire lot we 
purchased this stock below the usual 
market quotations, and in our judg- 
ment they are well worth $1 per yard, 
but as we are always ready to share 
our good fortune with our patrons, the 
entire lot is now placed on sale at 
85c. per yard. 

Wideawake & Company.” 
WHO HAS ADVERTISED? 








And here are some samples of 
the ‘‘readers” devoted to the 
same purpose: 





Some plumbers and contractors car- 
ry a card in a street car that is pos- 
sibly read by 50 people daily but 
when they land an important contract, 
or want the public to know where 
their families spent their vacation, or 
to whom their eldest daughter was 
married and what a fine fellow he is, 
or what a splendid success their wife’s 
last reception was, prefer to have 
these announcements made in _ the 
newspapers that are seen and read by 
thousands of people daily. 


Which seems very much too 
personal, if it happens that local 
plumbers and contractors are 
using. cards in the cars, 





It is. very seldom you see any one 
looking over. a street car, barn or 


fence advertisement for the weather 
report, a time table, the report of an 
important meeting, death, birth or 
marriage. We say it is seldom. 


Which is much more to the 
point. 





A woman can’t ride a_ street car 
fourteen blocks and tell from the ad- 
vertisement on the car what the lat- 
est novelty is in dress goods or what 
ten yards would cost her. She looks 
to the newspapers for such informa- 
tion, 


Which is a real, live argument. 





As a matter of fact, street car, 
or even fence advertising may be 
worth to the local merchant ev- 
ery cent it costs, merely as general 
publicity, and the newspaper will 
often make more in the end, not 
by opposing such methods but by 


‘acknowledging their possible use- 


fulness as an auxiliary to news- 
paper advertising, preaching per- 
sistently that when a merchant is 
sure he is well represented in the 
paper and wants merely to keep 
his name in the public eye by 
other methods, the car card, the 
fence sign and the barn display 
may be worth while at a reason- 
able price. For instance, here 
are two arguments which occur 
to the writer as being useful: 


THE NEWSPAPER CARRIES YOUR 
MESSAGE TO BUYERS, RAIN 
OR SHINE, WHEREVER THEY 
ARE. 

People don’t have to hitch up and 
drive past it, or get on a street car, 
and sit down directly opposite it, in 
order to read it. When the cars are 
so crowded that only those standing 
can see the cards; when they are 
practically empty and there is nobody 
to see them; when fence and barn dis- 
plays face deserted or  impassible 
roads, or when they have become so 
old or numerous that none who sees 
them can quite remember whose they 
are; when they have become _ so 
weather beaten as to be indecipherable, 
or to suggest that the advertiser has 
gone out of business—when all these 
things and others occur to render car 
cards and outdoor displays practically 
useless, the newspaper continues to go 
into the homes, carrying a fresh mes- 
sage from you and bringing you gen- 
eral publicity while creating an imme- 
diate demand for your goods. 

he car card and fence sign have 
their proper places in campaigns for 
baking powder, breakfast foods, etc., 
where there is but one thing to ad- 
vertise and the purpose is principally 
to impress the name of that thing; but 
the merchant who wants to know that 
his advertising pays—who wants to see 
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the results in the cash drawer—who 
wants to sell something in particular 
at a particular time, will use the news- 
paper. If he wants the general pub- 
licity which may or may not come 
from other methods, he should by all 
means buy it—after he is sure that he 
cannot add its price to his newspaper 
appropriation with better results. 


LOOK DOWN THE CAR TO- 
MORROW MORNING. 

Count the noses in the newspapers, 
then those that are elevated to the 
necessary angle to see the cards up 
next to the ceiling. Then note how 
many people could actually see a given 
card if everybody were to try from 
where he or she sits. Then ask your- 
self what comparison there is between 
newspaper and car card advertising for 
those who want tangible and immedi- 
ate results. The car card is good as 
an auxiliary—as general publicity—asa 
medium to use when you're’ sure 
you’re adequately represented in the 
newspaper. That is all it ever has 
been—all it ever can be. The car card 
has no value, in itself, to the reader— 
nothing to make anybody want to take 
it home and read it after supper. The 
newspaper is practically a necessity— 
everybody wants it; everybody reads 
it. It works while the car is in the 
barn or at the farther end of the line 
where only two passengers, and one of 
those a blind man, ever go. Your ad 
is leisurely read and noted, or clipped 
as a memo., where the cards gets a 





mag A glance. and, as a rule, is prompt- 
orgotten. 





Tue Cuartotte “News,” 
Daily $5 a Year. 
Tue “Trmes-Democrat,” 
Semi-Weekly $1 a Year. 
CuarLoTteE, North Carolina. 
Printers’ INK: 

GENTLEMEN—I inclose some samples 
of ads that we have been running in 
the News for some time and which 
we find have produced wonderful re- 
sults. These ads are so worded that 
they deal with both the circulation and 
advertising of the paper, and by run- 
ning them twice a week we find that 
they arouse an interest among all the 
merchants, 

As I write the ads for the front 
page of the News, will greatly appre- 
ciate any criticism you may make, be 
it favorable or adverse. 

Yours very truly, 
(Signed) J. V. Simms. 





Here is a wholly different kind 
of advertising—a kind that is hot 
after its own brand of competi- 
tion—a kind which makes rather 
convincing comparisons and seeks 
to impress the possible advertiser 
with figures: 


HOW THE “NEWS” LEADS. 

That the News is the advertising 
medium of Greater Charlotte is shown 
by the ans carried by the mer- 
chants and business men in the three 





papers. Advertisers have found that 
the News is read by nearly everybody 
and brings results, and they are show- 
ing their confidence in it by the 
amount of paid advertising. Yesterday 
was an average business day and the 
papers carried the following amounts 
of advertising in inches: 

THE “NEWS” 835% INCHES 
The Observer 571 inches 
The Chronicle - 447% inches 





The .Advertising Theater. 

The Stage—Charlotte and Surround- 
ing Country. The Audience—Over 
Thirty Thousand People With Thou- 
sands to Spend. in Charlotte. The 
Play—The Merchants of Greater Char- 
lotte Advertise in 

THE “NEWS,” 
The Leading Afternoon Paper in the 
Carolinas and Receive a Golden Har- 
vest of American Dollars in Return. 

Story of the Play—Monday’s News 
was a Remarkable’ Paper in Many Re- 
spects. Besires carrying all the News 
of the World, the Nation and State, 
it carried a Full and Complete Write- 
Up of the Great Mecklenburg Fair to 
the Thousands of People in Greater 
Charlotte and the Tens of Thousands 
within a Radius of One Hundred 
Miles of Charlotte. But this is not all 
—lIt carried on that day just 106 
Miles of Advertising. 

If all the Advertisements in all the 
Copies of the News that were printed 
on that day were cut out in strips one 
column wide and pasted together they 
would make an Advertising Film for 
a monster moving picture machine that 
would be one hundred and six miles 
long. 

THE “NEWS,” 
The Big Machine that Carries the Ad- 
vertisements of Charlotte’s Enterpris- 
ing Merchants, is Read in Charlotte by 
nearly everybody and reaches the peo- 
ple within a radius of one hundred 


miles. 
That Is The Reason An 
Advertisement In The News Brings 
Such Big Results. 





Here is a bit of self advertis- 
ing which is quite unusual in 
that it shows a sample ad and 
tells how many times it could be 
published for a’ certain, definite 
and seemingly small sum: 


EFFECTIVE ADVERTISING 
is continuous advertising. It is the 
only way to familiarize the buyer with 
your business so that when he wants 
what you have to offer he immediately 
thinks of you. Take even a_ small 
advertisement like this: 


FURNITURE TO ORDER. 
Substantial, Artistic, Distinctive. 
Bradshaw, Twelfth St., Kansas City. 
Inserted in the Star eve morning, 
every evening and ever ‘entay for 
one year, at a monthly expense of 
only $47.01; an advertisement occu- 
pying that space would be published 
more than Ninety Million Times, and 
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every possible buyer in Kansas City 
would know that advertiser’s name 
and what he had to sell. To extend 
the publicity field to cover the whole 
of Kansas City’s commercial territory 
it is necessary only to add the Weekly 
Star. Morning, Evening, Sunday and 
Weekly, the little advertisement in 
one year would, in all, be published 
One Hundred and Ten Million Times, 
at a cost of only $62.13 a month, Per- 
sistency wins, 





And this argument for contin- 
uous advertising, from the Fort 
Smith (Ark.) Times, has much 
to commend it: 


CONTINUOUS ADVERTISING 
Is what makes your name _ familiar 
and identifies it with your business. 
Continuous—never turning your _ back 
to give the other fellow a chance 
when you’re not looking. 

“Burke’s Bed Springs, Like Truth— 
Will Rise Again. Buoyant—Durable— 
Inexpensive.” 

Take an advertisement like this, in- 
serted in the Times every evening 
and every Sunday for one year, that 
announcement would appear more than 
one and one-half million times. Every- 
body would think of “Burke’s” every 
time they thought of bed-springs, But if 
you advertise only occasionally, some- 
body else may share in the benefit of 
your expenditure by chancing to be in 
when you are out. 

The householder who at last needs 
bed-springs may find, instead of your 
announcement one like this: 

‘“Murphy’s Mattresses—Easy as a 
Clear Conscience. Elastic—Indestruct- 
ible—Cheap.” 

And Murphy might reap where 
Burke had sown. The thing is to 
keep your lamp trimmed and _ burning. 
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The Times offers the best proposition 
in this town, Its circulation is a 
known quantity and quality. It is es- 
sentially a home circulation—paid for 
and looked for every evening, when 
the day’s work is done, with its 
splendid Sunday Morning Edition, 
full of Special Features of interest to 
every member of the household. 





For the purpose of exciting 
general interest and consequently 
securing a greater number of 
readers, several papers have re- 
cently revived various prize 
schemes. One of them is useful 
to readers because it has a cer- 
tain educational value, aside from 
the value of the cash prizes, and 
in the end it may be valuable to 
advertisers through increased cir- 
culations, but it would seem that 
while the competition is running 
any possible increase in number 
of readers would be more than 
offset by the amount of attention 
which is bound to be diverted 
from the advertisements to the 
article to be searched for gram- 
matical errors: 


$25 FOR GRAMMATICAL ERROR. 

The Public Ledger gives prizes of 
$25 and down for the best grammat- 
ical correction of an article to be pub- 
lished in Sunday’s 

“PUBLIC LEDGER.” 

The Sunday Ledger is enlarged to 
40 pages—with picture supplement— 
all for 2 cents. 

TRY FOR $25 FOR 2 CENTS. 











Ask for the Key to the Marketplace 
of the World 





° 
And now it becomes a question of the superiority of ‘keys’ in magazine advertising, 
The first illustration shown above is a reproduction of the McClure eut, which has long 
been used to represent the ‘‘key to the marketplace of the world,’’ and more recently the 
American Magazine has come to the tront with the second key, turned around and of dif- 


ferent pattern. 


On account of the wide publicity given McClure’s key, it is very likely 


that the one put forth by the American Magazine served quite as effectively to call to 
P' if at y 


mind, in many cases, McClure’s Magazine and the origin 


to the marketplace of the world, 


method of gaining entrance 
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THE ADVERTISING OF PRO- 
PRIETARY ARTICLES. 
BY JOHN MORGAN RICHARDS, 
MANAGING DIRECTOR OF JOHN 
MORGAN RICHARDS AND SONS, 
LONDON, MANUFACTURING CHEM- 

ISTS AND EXPORT DRUGGISTS. 


Successful advertising is that 
which leaves a margin of profit 
beyond its cost to the advertiser. 
The newspaper proprietor and 
the printer of show cards, post- 
ers, and other media are assured 
of their profit, no matter what 
the result may be as far as the 
produce is concerned. In short, 
the advertiser takes the risk of 
his proposition. 

A system of advertising which 
has been successful in certain in- 
stances has utterly failed to 
achieve the desired success in 
others, leaving the advertiser 
wiser after the event. One ad- 
vertiser will place all his faith in 
daily newspapers circulating in 
large towns; another in_half- 


penny morning and evening pa- 


pers; others will have nothing 
to do with anything but country 
weeklies or religious journals, 
and so on. The experience of 
large advertisers points, how- 
ever, to the desirability of what 
I may term a “mixed diet.” The 
waste of money through ineffec- 
tive methods of advertising is ap- 
palling; and it is well known 
that the inexperienced advertiser 
makes the running for the expert. 
The greatest importance must be 
attached to the careful prepara. 
tion of an advertisement, as the 
cost of publishing slovenly copy 
is just the same as if it were the 
work of a genius. 

Those who have been engaged 
in advertising campaigns know 
that nothing is more wasteful, or 
would lead more quickly to finan- 
cial ruin, than alarge expenditure 
upon a worthless article. No pro- 
prietary article has any lasting 
value, nor enriches the inventor, 
unless possessing undoubted 
merit, and which, in a marked 
degree, accomplishes the purpose 
stated. No single purchase would 
repay the proprietor of an article. 


PRINTERS’ INK. 


The renewed purchases after use, 
and the recommendation of those 
who have been persuaded to buy, 
create large sales and_ ensure 
success. This is the history of 
every patent medicine and pro- 
prietary article of renown in the 
United States and Great Britain. 
Out of the thousands and tens oi 
thousands of proprietary article 
issued in different parts of the 
world, there are said to be really 
less than 1,000 which are suc- 
cessful; and possibly those upon 
which great fortunes have beei 
made may be counted upon the 
fingers of both hands. 

The method of judging the 
value of a new product is, having 
made a certain outlay in adver- 
tising, to mark the indications of 
results in various directions, and 
if they are not up toa particular 
standard, then ‘the result is not 
satisfactory—either the public do 
not require the article, or the ad- 
vertising has not been properly 
arranged. Misplaced efforts oi 
the latter class would enrich the 
newspaper proprietor and _ print- 
er, but beggar the owner of the 
article. Articles which have been 
continuously largely advertised 
are usually well worth buying. 

An expert would definitely 
pronounce as to the success or 
failure of any article advertised, 
provided the following facts 
were submitted to him: Evidence 
as to the actual merits; the ad- 
vertisement which is __ being 
placed; the extent of advertis- 
ing; the papers used; the dis- 
tricts covered; the actual amount 
of money expended in the first 
three months; a correct list of 
each sale effected, and the total 
of actual sales at the end of three 
months, Though the result might 
appear to contradict every possi- 
bility of success, an expert would 
not be led to any false conclu- 
sion. 

In the experience of many ad 
vertisers the first response to < 
large advertising outlay may tur! 
out so small that one is almo: 
driven to the conclusion that the 
public believed one had retired 
from business. Yet by persever- 
ance with sound “copy” an avai- 
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anche of orders may descend 
upon the firm within reasonable 
time. 

I remember a good story—which 
] have quoted in my book, ‘With 
John Bull and Jonathan’ '—told by 
Mr. W. H. Lever, of Sunlight 
Soap fame. Soon after com- 
mencing his big advertising 
scheme, he received a telegram 
one morning, signed with a name 
he did not recognize, requesting 
the favor of half an hour’s inter- 
view upon a very important ques- 
tion the next day. The request 
was sO unique that Mr. Lever 
granted it. Accordingly, Mr. 
Lever’s correspondent duly ar- 
rived wearing a very melancholy 
expression. In reply to Mr. 
Lever’s request to state his busi- 
ness as briefly as possible, he 
managed to blurt out this sen- 
tence: ‘‘Mr. Lever, how soon 
after a man begins to advertise 
ought he to expect handsome re- 
sults? I have been advertising 


now for six months, and nothing 
has happened except a demand 
from the printer and the news- 


paper for payments of their 
bills.” Mr. Lever, who was then 
in the habit of occupying a work- 
man’s cottage near the works for 
his own convenience during the 
week (his private residence being 
at Bolton), had _ received his 
guest in a room amongst a lot 
of empty  packing-cases. He 
treated the stranger’s question 
half seriously, and to have an- 
other jest with him, replied: 
“We have been advertising for a 
very considerable time; look 
around this room and see the 
condition we are in, and we are 
still waiting for orders to come.” 
The effect of his reply was of so 
crushing a nature that Mr. Lever 
took pity on his visitor and add- 
ed: “After all, I cannot give you 
any data. If you have a good 
article, go on advertising, adver- 
tising, advertising ; printing, 
printing, printing; and paying, 
paying, paying!” 

In conclusion, I should be glad 
if advertising could be reduced 
to an exact science. If this were 
only possible the railway com- 
panies would find it difficult to 


carry the goods we could sell, and 
our banking accounts would rival 
Rothschilds’!—London Morning 
Leader. 

+o 


BUSINESS GOING OUT. 


: The Ford Motor Company, Detroit, 
is asking rates from newspapers, 
direct. 


J. Walter Thompson is putting out 
some copy for the F, C. Clark cruises, 
in newspapers. 


Advertising for the Colonial Hotel, 
Columbia, S. C., is going out through 
Street & Finney. 


_ The _Pomeroy Agency, New York, 
is putting out some classified advertis- 
ing with newspapers. 


_ Frank Kiernan, New York, is mak- 
ing 250 inch contracts with newspa- 
pers for Robert B. Reilly. 


_ The Wallace Agency, Atlantic City, 
is asking rates from newspapers on 
some winter resort advertising. 


Street & Finney are contracting for 
space in leading magazines for the 
Smith Computing Table Company. 


_ Lord & Thomas, Chicago, are mak- 
ing 5,000 line contracts with news- 
papers for the Union Pacific Railway. 


The Frank Presbrey Agency, New 
York, is placing some small copy with 
newspapers for the Seaboard Air Line. 


W. S. Hill & Company, Pittsburg, 
are placing some political advertising 
with newspapers in the State of Penn- 
sylvania, 


The Will H. Dilg Company, Chi- 
cago, has secured the account of the 
Anheuser-Busch Brewing Company, 
St. Louis. 


The Miller Agency, Toledo, is plac- 
ing the Christmas advertising of Cycle 
Specialties in newspapers; large space 
being used. 


Fred C. Williams, New York, is 
making 1,000 inch contracts with 
newspapers to advertise Ceylon and 
India Tea. 


The Windsor Hotel, Philadelphia, is 
asking rates from newspapers, direct, 
1 and 2 inches, every other day, and 
once a week for a year. 


The -Mahin Agency, Chicago, is 
making 10,000 line contracts with 
newspapers on the Pacific coast for 
Rosenwald & Weil, clothing. 


Marshall-Wells Hardware Company 
of Duluth, Minn., has just signed a 
contract to have Long-Critchfield Cor- 
poration handle its advertising. 


Nelson Chesman “& Company, St. 
Louis, are using space in newspapers 
for the Walnutta Company, of the 
same place, makers of hair dyes, 4 
inches, 40 times, twice a week being 
used, 
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The Hampton Company, New York, 
is placing copy in morning papers 
only for Yawman & Erbe, Rochester, 
manufacturers of office furniture. 


The Franklin P. Shumway Agency, 
Boston, is using 345 lines, 2 times, in 
newspapers, for the W. A. Wilde Com- 
pany, publishers, of the same city. 


E. F. Draper, New York, is using 
space in newspapers for Professor 
Postel, a New York fortune teller, 170 
lines, 1 time, next to reading matter. 


The Fowler-Simpson Company, 
Cleveland, is asking rates from news- 
papers for some Jap-a-lac advertising, 
3,000 lines to be used within a year. 


Orders for Fence copy for the Ideal 
Fence Company of Winnipeg, are be: 
ing placed exclusively in Canadian pa- 
pers by Long-Critchfield Corporation. 


The Dr. Kelly Medical 
3uffalo, is asking rates from news- 
papers, the business being placed by 
the Wyckoff Agency, of the same city. 


Company, 


The Tel-Electric Piano Player, New 
York, is being advertised in mnewspa- 
pers; 750 lines, 1 insertion, through 
the Van Cleve Agency, of the same 
city. 

The W. W. Sharpe Company, New 
York, is placing 13 time orders, 10 
lines, every other day, for the Na- 
tional Accident Society, of the same 
city. 

John W. Green, Atlanta, is adding 
papers to the list of mediums, Sunday, 
dailies and weeklies, for the Dr. H. 
H. Green’s Sons advertising—a dropsy 
cure, 


C. J. Mulford, Detroit, is making 
2,500 line contracts with newspapers 
for the LaCottel Manufacturing Com- 
pany, of the same city, makers of 
Eppotone. 


The United Factories Incubator Ad: 
yertising will appear in farm papers 
and poultry papers directly, as pre: 
pared and placed by Long-Critchfield 
Corporation. 


The Homer W. Hedge Agency, New 
York, is placing some advertising in 
the magazine sections of Sunday pa- 
pers, for the C. L. Jones Company, 
Rochester, masseurs. 


The Lesan-Gould Agency, St. Louis, 
is making contracts with Texas news- 
papers, 5,000 lines to be used within 
a year, for the Recruiting Office of 
the United States Navy. 


The Hampton Company. New York, 
is placing the Weber piano business 
for the Aeolian Company, of the same 
city; copy is now going out to a 
selected list of newspapers. 


J. Walter Thompson, New York, is 


using from 140 to 212 lines in news- 
papers for the Century Publishing 
Company, of the same city, to adver- 
tise the Christmas number of St. 
Nicholas. 
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The Wyckoff Agency, Buffalo, is 
placing a line of advertising in a num- 
ber of newspapers in cities in the 
Middlewest for the Baurdelle Chem- 
ical Company, of the same place. 


The National Cloak and Suit Com- 
pany, New York, anticipates doing 
some advertising in the smaller Vir 
ginia towns; newspapers. being used. 
This business is placed by the Batten 
Agency, New York. 


The Hampton Company, New York, 
is placing some Christmas copy for 
J. Wiss & Company, Newark, cutlers, 
in daily papers in small towns in New 
York and Pennsylvania, 10,000 _ line 
contracts being made, 


H. I. T. Heard, Washington, D. C., 
fiscal agent of the Havana-Washing- 
ton Fruit Company, is using space in 
Washington dailies, pages and_ half 
pages; the business will probably go 
next to New York and_ Philadelphia 
and rates are being asked from news- 
papers, 


W. F. Hamblin & Company, . New 
York, are asking rates on two propo 
sitions from newspapers; one to go in 
25 cities and the other in cities hav- 
ing a population between 25,000 and 
75,000. They are also using space in 
women’s publications to advertise the 
Imperial Nickel Silverware bath room 
fixtures made by the H. & H. Manu- 
facturing Company, New York, and 
are using space in illustrated week- 
lies to place a stock proposition of the 
same company before the public. This 
is a new account as is also the “Her- 
cules” salve which is being advertised 
in eastern newspapers. 

i 
BOSTON NOTES. 


The tendency to cut down appro- 
priations during the present financial 
troubles is exemplified in New Eng- 
land by the Pinkham business. Here- 
tofore these people have used 1,500 to 
2,000 inches every season. For 1908 
the contracts are to be for 1,000 inches 
in the dailies and 375 inches in the 
weeklies, The list of newspapers is 
being made up at the present time and 
contracts will go out shortly. Willard 
Everett of the Wetherald Agency has 
the matter in charge. 


Houghton, Mifflin & Co. are con- 
tracting for large space in magazines 
and newspapers for the Christmas 
trade. In addition to advertising 
their regular line of Holiday books 
they are spending a good deal of 
money on the Atlantic Monthly, on a 
new subscription plan. The other pub- 
lishing houses of Boston are also do- 
ing considerable advertising this sea 
son;—Small, Maynard & Co., through 
the Wyckoff Agency; Lothrop, Lee & 
Shepard, through Wood, Putnam & 
Wood; Little, Brown & Co., through 
Morse International Agency, and W. 
A. Wilde & Co., through the Shum- 
way Agency. The leading high-grade 
magazines are being used as well as 
daily newspapers that issue publishers’ 
bovk numbers. 
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“;UCH ADVERTISING OUT OF 
LITTLE MONEY.”—IS IT WISE 
POLICY?—THIS ADVERTISING 
MANAGER THINKS NOT. 

New York, Nov, 25, 

Ed:tor of Printers’ INK: 
{here is interesting suggestion in 

the article entitled ‘““Much Advertising 

out of Little Money” by George 

Frederick, in PrinTERS’ INK, issue of 

October joth, but perhaps a ®little 

skepticism may be allowed as to the 

validity of the author’s conclusions. 

Mr. Frederick noticed that some ad- 
vertisers seem to make a greater im- 
pression than others with the same 
expenditure and, reasoning inductive- 
ly, concluded that it is a distinct gain 
to fool the people into thinking you a 
bigger advertiser than you really are. 

Ile may be right, but one may be 
pardoned for doubting that such a 
conclusion must follow inevitably from 
the facts. May not the — successful 
advertisers’ greater success be explain- 
ed on other grounds? 

An actor’s greatest success arises 
from his ability to make his audience 
forget that he is acting. An adver- 
tiser—so it seems to me—achieves his 
greatest success when he draws atten- 
tion away from the fact that he is a 
great advertiser and fixes the public 
gaze exclusively upon his offering. 
The advertising is only the medium 
through which to reach the _ public. 
The more transparent the medium is 
—the less obtrusive it is—the less 
it makes the prospective buyer con- 
scious it exists—the better chance the 
message itself has. 

Why then should we want the public 
to think us great advertisers? Why, 
above all things deliberately set our 
stage sidewise so that they can see 
“the works,” the shifting of scenery, 
etc., and thus distract attention from 
the effects we are trying to make out 
in front? 

Mr. Frederick explains that he 
would fool people as to the size of his 
expenditure, because ‘‘heavy and con- 
tinuous advertising is apt to be as- 
sociated by the public with success 
and a certain amount of worthiness.”’ 
Here is where the faulty reasoning, if 
I am right in thinking it faulty, comes 
in. Does the public sit down and 
argue with itself thus: 

“A. & B. Co. ‘spend a lot of money 
on advertising—must be at least $300,- 
000 a year—and they’ve been doing it 
for years. They must be all right. IL 
will buy their shaving-soap.’ 

Rather when the shaving-soap is to 
be bought, does not Mr. Public ask 
for A. & B.’s shaving-soap because he 
thinks he has always known that A. & 
B’s was the best? He does not stop 
to reason at all; he just involuntarily 
do, as the advertiser wanted him to 
0, 


1907. 


Now the command upon which he 


has acted was not given him by im- 
aginary advertisements—by that  over- 
plus which Mr. Frederick " hinks A. & 
. Co. got credit for in Mr. Public’s 
gh but which never existed, 

{r, Public remembered to ask for 
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A. & B.’s soap, either because the ad- 
vertising copy was so good that it 
created a favorable impression and 
made the name stick, or else because 
the copy was placed in such good me- 
diums or in so many mediums, or so 
big, that he couldn't forget it when 
shaving-soap was under consideration. 

An advertising man naturally thinks 
of his advertising all the time, but I 
don’t believe that Mr. and Mrs. Public 
are so engrossed with our _ printed 
messages that they see them even when 
they are not there. .We may be mis- 
led by the common experience of an 
inquirer’s naming as his source of in- 
formation a periodical which we are 
not using, but it is proof of nothing 
except that his memory is bad and 
that the named magazine is probably 
his favorite one. 

There is no doubt that some adver- 
tisers make a dollar go farther than 
others in securing effective publicity— 
effective both in the way ot selling 
goods and making a name or a trade- 
mark part and parcel of everyone’s 
liberal education. There is room for 
the advertising strategist here. But | 
must question the strategy which 
spends money to advertise his adver- 
tising—which uses up energy in im- 
pressing people with the cleverness 
and the .persistency with which he 1s 
telling them something until they for- 
get what he is saying. Similarly 1 
would doubt the shrewdness of Kellar 
if he went about revealing and calling 
attention to the stage properties where- 
by he accomplished his miracles, or of 
a salesman if he prefaced his effort te 
seli by asking his prospect to please 
notice, as he goes along, what a 
“slick” salesman he is. 

The prestige which the leaders in 
the advertising field would build for 
themselves is to be credited to what 
they actually do—and do better than 
the others—and not to the _ illusive 
something which they do not do. 

The only illusion there is, it seems 
to’ me, is that which the advertiser 
nurses who thinks he is creating some- 
thing out of nothing. And the illu- 
sion is purely professional. The ad- 
vertising man studies other advertisers 
and finds that certain ones have made 
a big impression on him’ with less 
money than his professional experience 
led him to believe they were expend- 
ing and he jumps to the conclusion 
that the vast millions of preachers, 
lawyers, bankers, tradesmen and work- 
ingmen, to say nothing of the women. 
are as amazed as he. They may have 
been as mightily influenced by it as 
the advertising man was_ astonished, 
but the chances are they have never 
given the advertising itself a thought. 

I would rather have their tribute 
than his. 

The error in induction may lead to 
error in_ practice. color pages, 
“flyers” in obscure or. new, untried 
mediums, and the other stage para- 
phernalia which the dramatic advertis- 
er recommends for properly advertis- 
ing his advertising, cannot be justified 
on any but dramatic grounds, they 
should cease to be used. “N, L, C.” 
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What Kind of Customers 
Throng “The 
Marketplace of the World?” 


Subscriptions speak louder than testimo- 
nials, but good words backed by good money 
come pretty near ringing true. 


Mr. John W. Tyler, attorney at law, Cleve- 
land, Ohio, in sending $30 for six five-year sub- 
scriptions to McClure’s, says: 


‘*We regard McClure’s as at the head of the list of 
American Magazines and said subscriptions were to do 
my share toward providing the BEST LITERATURE 
for my sons, sons-in-law, a nephew and their respective 
families." 


A letter from Mr. E. T. Brandenburg, 
patent attorney, Washington, D. C., enclosing 
$10 for renewing his subscription to McClure’s 
for ten years, bears this postscript : 


“I am one of your old subscribers and have a com- 

plete file of your magazine, which shows what I 

think of it.” 

Such is the sentiment expressed by the 
thousands who are renewing their privilege to 
shop in ‘‘ The Marketplace of the World.” 

“The Key to the Marketplace” is at the 
disposal of all manufacturers whose goods are 
worthy of the confidence of all who trade 
there. 


McClure's Magazine 


LOUIS B. DE VEAU, Manager Advertising Dept, 
44 East Twenty-third Street, New York 


FREDERICK C, LITTLE i Representatives, 
FREDERICK E, M. COLE Marquette Building, Chicago 


EGERTON CHICHESTER, New England Representative, 
Penn Mutual Building, Boston 
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Forty Years as 


Advertising Agent Keren 


By George P. Rowell 








Hereisa guide card for the 
filing cabinet withacelluloid 


ae eee : tip made in one piece and 
The first authentic history and ex folding over the top of the 


haustive narrative of the develop- tab. This protects it where 
ment and evoluticn of American the wear comes and prevents 
advertising as a real business force. curling and breaking. 


The remainder of the edition Standard 


(published last year) is now offered 


for sale. About 600 pages, 5 x 8, Index Card Co. 


r T, Wl ~ 
oa "5 — ge = gen oe will be glad to send samples 
ek apnea — oo in case your dealer does not 
Price $2, prepaid. have them. Orders can be 
filled for all card sizes with 
The Printers’ Ink Pub. Co. tips colored or transparent, 
plain or printed as desired. 


10 Spruce St., New York Address 
701-709 Arch Street, Philadelphia, Pa. 


























BEGUILED 





We are back again and now know a thing. Were beguiled into 
ordering from an agent for another ink house. Result—Inks that 
we threw out and couldn’t use, Price—roo per cent higher than we 
ever paid your house. For over twelve years your inks have been 
used exclusively in this office, and from our experience recently it 
will be double that before we venture out again. 

JOURNAL, Lewissure, Pa, 


Don’t be fooled by the oily tongue of an ink salesman, as 
in these days of fierce competition he is liable to promise 
any old thing to book your order. When he forwards 
same to his concern, they deduct the cost of traveling, 
also his salary, from the selling price and you get the re- 
mainder in quality. These expenses must be borne by 
some one, and that some one is always the purchaser. My 
method of selling through Uncle Sam enables me to elimi- 
nate all extra expenses, and I give the benefit to the cus- 
tomer in the quality of my inks. 
Send for my sample, book and price list. 





ADDRESS 


PRINTERS INK JONSON 
17 Spruce Street, New York 
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©6O) GOLD MARK PAPERS@@ 





Out of a grand total of 22,898 publications listed in the 1907 issue of Rowell’s American Ne wapa. 
per Directory, one hundred and twenty are distinguished from all the others by the so-called gold 


marks (@ ©). 





ALABAMA. 
THE MOBILE REGISTER (@©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, D.C. 
Nearly everybody in \\ashington subscribes to 
THE EVENING AND SUNDAY STAK. Average, 
1906, 35,577 (@@). 


ILLINOIS, 
THE INLAND PRINTER, Chicago. is? ©) 
ualaverage circulation for 1905, 15,866 


BAKERS’ HELPER (© ©). Chicago. ouls “Gold 
Mark” journal for basers. Oldest, best known. 


TRIBUNE (© ©). Only paper in Chicago re- 
ceiving this mark. because TRIBUNK ads bring 
satisfactory results. 

KENTUCKY. 

LOUISVILLE COURIER-JOURN4L 
Best paper in city; read by best people. 

MAINE. 

LEWISTON EVENING JOURNAL. daily, aver- 
age August. 1907. 8.067; weekly, 17,705(@ ©); 7.44% 
increase daily over last year. 

MASSACHUSETTS. 

Boaton, Am. Wool and Cotton Reporter. Kee- 
ognized organ of the cotton and woolen indus- 
tries of America (© 

BOSTON EVENING TRANSCRIPT (©©). estab- 
lished 1830. The only gold mark daily in Boston. 

TEXTILE WORLD RECORD (@©), Boeton, is 
— at home and abroad as the staraard 

erican textile journal. 

WORCESTER L'OPINION PUBI JQuK. (© ©) is 
the leading French daily of New England. 


Act- 


(©). 


MINNESOTA. 

PIONEER PRESS (©©), St. Paul, Minn. Most 
reliable puper in the Northwest, 

THE MINNEAPOLIS JOURNAL(O©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more loval advertis- 
ing, more classified advertising and more total 
advertising than avy paper in the Northwest. 


NEW YOKR. 
NEW YORE Tues (©©). Largest gold-mark 
sales in New York 
BUFFALO COMMERCIAL (©©). Desirable 
because it always produces satisfuctory results. 
BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 


NEW YORK DRAMATIC MIRROR (@©). The 
leading theatrical paper of the world. 


THE POST EXPRESS (©©). Rochester, 
Best advertising medinm in this section. 
ENGINEERING NEWS (@©).—An authority of 
the firstorder.—Tribune. Charleston, W. Va. 
ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 
SCIENTIFIC AMERICAN (© ©) has the largest 
circulation of any technical paper in the world. 
VOGUE (©©) carried more advertising in 1906 
than any other magazine, weekly or monthly. 


DRY GOODS ECONOMIST (©6O), the _recog- 
nized authority of the Dry Goods and Depart 
ment Store trade. 

ELECTRICA! REVIEW (© ©) covers the fleid. 
Read and studied by any — nblest 

electrica! weekly. Reaches the buyers 


N.Y. 


NEW YORK HERALD (©@©). Whoever mer. 
tions America’s leading newspapers meotivis 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area fen 
people in every community who know niore 
than all the others. These people read tne 
CENTUBY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
— oe on city and interurban rail- 
roading. veraye circulation 8,200 weekly, 
McGRAW PUBLISHING COMPANY. 


HARDWARK DEALERS’ MAGAZINE, 

In 1906, average issue, 20,791 (©©.) 
Svecimen copy mailed 2 n request, 

D. T MALLETT, Pub.. Kroadway, N. Y, 


THE ENGINEERING RECORD (@©). The 
most progressive an engineering journal in 
the world. Circulation averages over 14,000 per 
week. MOGRAW.P UBLISHINS COMPANY. 


FOREST AND STREAM, (ce) 


rgest circulation of any spo: . 's week 
one to wealthy recreationlete, 


NEW YORK TRIBUNK ‘© Arima and Snn- 
day. Established 1841. A conservative, clean 
and up-to date newspaper, whose readers repre- 
gent inteilect and purchasing power toa high. 
grade advertiser 


ELECTRICAL WORLD (@©)._ Established 1874. 
The great international weekly. Cir. audited, 
verified and certified \od pond ae of Amer- 
ican Advertisers, cir. during 19%6 

was 18,827. McokAW. W PUBLISHING COMPANY. 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tre Koll of Honor and 
has the (;uaraptee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paper Sworn circulation of The Daily Press, 
for 1906, 100,548; The Sunaay Press, 137,863. 


THE PITTSBURG 
©o DISPATCH o 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. nly twocent 
morning paper assuring a prestige most 
protitabie to advertisers wzargest home 
delivered circwation in Greater Pittsburg. 














RHODE ISLAND. 
PROVIDENCE JOURNAL (© ©). a conservatire 
enterprising newspaper without a single riva 


SOUTH CAROLINA. 
THE STATE (@©©), Columbia, 8. C. Tighe 
quality, largest circulation in south Caro!ina. 


VIRGINIA. 
THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk. Va. That speaks vv ‘umes. 


WASHINGTON. 
THE POST INTELLIGENCER (OQ). Seattle's 
most progressive paper. (Oldest in State ; clea, 
reliable, influential. Ali home circulation. 


WISOONRIN., 
THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin 


CANADA. 


THR HALIFAX ARRALD (© ©) and the EVEN 
{NG MAIL, Circulation 15,558, flat rate. 


vertise! 





1874, 
dited, 
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OMMERCIAL 


ART CRITICISM 


By GEORGE ETHRIDGE, 41 Union Square, N. Y. 


Readers of Printers’ Ink will Receive Free of Charge 
Criticism of Commercial Art Matter Sent to Mr. Ethridge 


Marich Cigarettes appear to 
ave the sanction and support of 
royalty and for that reason de- 
serve a better fate than they meet 
in the advertisement marked No. 
1, This advertisement strongly 
resembles the inscriptions on the 
Egyptian Obelisk in Central 
Park. The section of sewer pipe, 
which appears dimly in the back- 
ground, seems to be somewhat 
out of place in a cigarette ad- 
vertisement, 

A piece of copy, which really 
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told about the goods and made an 
intelligent attempt to sell them, 
might better be illustrated by a 
clear, inviting picture like No. 
2, with the facts in the case set 
up in readable type. 


* * * 


Mr, Robert Eddy wants a job- 
ber in every town, and on ac- 
ount of the general financial 
stringency, he builds his own ad- 
vertisement with the aid of a free 


flowing fountain pen and a nat- 
ural aptitude for the work, 

The intimate and prepossessing 
portrait of Robert, which appears 
at the extreme right of the ad- 
vertisement, will doubtless cause 











<> 
No.2. 
the discriminating jobber to call 


his stenographer at once. 
Some men are natural-born ad- 











vertisers and never fail to seize 
an opportunity to prove it. 
x x * 


This advertisement of Nunnal- 
ly, the Atlanta confectioner, is 
one of a series of newspaper ad- 
vertisements which has attracted 
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much attention and been ex- 
tremely successful. 

All of the advertisements are 
strong and striking, but artistic 


and tempting nevertheless. Every 





y Very expensive to make, but delicions to eat, 
‘Most manufacturers omit them because of 
their cost. 

WE disregard the cost to furnish the best 
Many vente ers foset im comp doe of Memmaliyy e 


a © 


picture tells or suggests a story. 
and the copy is brief, very much 
to the point and well displayed. 








* * * 


Over half of this Grammes 
Vise advertisement is devoted to 
the picture of the man who is de- 
lighted. The article advertised 
is relegated to an obscure corner 




















as a matter of last consideration. 
The question is this, is the man 
whose pleasing face adorns this 


copy of more importance than the 
device which is supposed to he 
advertised? If he is not, why 
not send him about his bucines 
and come to the front with « pic. 
ture of the device shown up in, 
clear, attractive manner, with 
toom enough left to print the 
story so that it may be read. 

No advertiser should forge 
that the goods are the thing, an( 
that funny pictures will never 
make people buy things they do 
not need and do not want. There 
is no objection to the picture, but 
there is a strong objection to 
giving the picture the whole of 
the stage and putting the goods 
on the extreme rear seat of the 
peanut gallery. 

* * * 

The dim and faint little adver. 
tisement headed “White Birch 
and Rock Maple” is a queer 
thing in its way. 

It has just been shown to three 
people separately, with the ques- 
tion, “What does it advertise?— 
do not read it all through, but 


I “A 
White Birch. and 
Rock (ap 

off ealh pascage ct iBcrnbans 
Adirondack-Maple Get Rak 


Fresh fren the (orth Woods an 
The #0" eft ang pur 
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Li fies B.Burnhem Essex-on 








simply say what it suggests to 


you.” One thought it advertised 
a nursery where trees could lb 
bought; another said it might 
possibly be a railroad advertise- 
ment, while the third said it sug- 
gested ‘‘camping out.” 

As a matter of fact, it is sup- 
posed to advertise confectionery, 
and as nobody would know that 
such is the case from the appeat- 
ance of the advertisement, fully 
fifty per cent of its value is lost 

sid aaa 

Many a man who is worth a million 


wouldn’t be worth a dam without the 
million.—Agricultural Advertising, 





ental 






























































Advertisements. 


Advertisements in “ Printers’ Ink” cost twenty 
cents a line or forty dollars a page (800 tines) 
for each insertion, $10.40 a line per year. 
per cent discount muy be deducted C pavment 
ose a copy and order for insertion 

i ten per cent on yearly contract paid 
Baolig inadvance. Ifa specified position is 
demanded for an advertisement, and granted, 
double price will be charged. 


WANTS. 
W ANTED—Conpy of Cole’s Baarctonetin. 
State condition and price. ROL 
HALL, Scranton, Pi 
LLUSTRATED FARM SERVICE for dailies. 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


HE circulation of the New York World, 
morning edition, exceeds that of any other 
morning newspaper in America by more than 
100,000 copies per day. 
O'ewvaits th competent Ad-writer, age 


27. 
awaits the knock of opporeanity Want mei ! 





Muth ‘Street. Springfield, ill, {. 
At ee ae, who has had 
experience, to work on a daily ina town 

“J nee my ) people po aye ete 4 giving full particulars, 
yer SPAPER MAN, fifteen years’ experience 
dailies in Chicago, Cincinnati and New Or- 
leans, desires position as pea or managing editor 
of aaily in town of 15.000 Must be be per- 


ma.ent. References riven. Address “F. H.W,,’ 
care |'rinters’ Ink, N 


y=> TO PURCHASB—Small daily or good- 
zed weekly newspaper trade periodi- 
cal, Will pay spot cash. Give full particulars 
to command attention. 
Address BOX 46, Dayton, Ohio. 


(6 4 DVERTISERS’ MAGAZINE” should be 

rs read by every advertiser and Mail-(rder 
dealer. Best ‘ School” in existence. Trial 
subscription, 10¢c. Sample copy free. Al)VER- 


Tse is?’ P MAGAZINE, 815 Grand, Kansas City, Mo. 


DVERTISING Solicitor for Mid-West having 
Agency experience and ability to get busi- 

ness. No others need apply Good position for 
suchaman. Full particulars ana references re- 
quired. Address ‘* KELIABILITY,” care FP. I. 


eg ADVERTISING MANAGER, with fifteen 
years’ experience as solicitor, wants a per- 
manency. My knowledge includes the estab- 
lishing of a meontaily trade paper and making it 
a financial success. Wilting to locate in any 
good town east of the Mississippi. Age 36, mar- 
ried, et reliable and can give best of 
weerenees, W. A. YOUNG, 316 Johnson Ave., 
ittsburg, Pa. 

OsTrigas NOW OPEN for managing editor 

$25-35; night editor, Pa.. $20-25; city 


L, 


iter N. J., $25; circulation manager, onic 
$1820; advertising solicitor, Minn., 94 30; iL. 
); Pa. $18-20; news forernan. jad 


compositor, Conn., $21. gates 
unicu scale; reporters, $12-18 oklet No’ ay 
free. FERN 'S NEWSPAPER MEN’S E 
CHANGE, Springfield, Mass. 


: YOUNG MEN AND WOMEN 

of ability who seek positious as adwriters 
avd ad managers should use the ciassificd col- 
umns of PRINTERS’ INK, the business jou. nal for 
advertisers, ce pene weekly at 10 Spruce Si., 
New York. Such advertisements will be inserted 
at 20 cents per line, six worasto the line. P2 INT- 
BRS’ INK is the vest school for advertisers, u<' it 
reaches every week more employing aavertisers 
than any other publication in the United States, 


W ANTED—Position as Business Manager on a 
big daily by an energetic young man. who 
has the talent for finaing men with ability anc 
get the best out of them. Experierced adver ir 
ing man, general and special field. S:ccessful 
circulation man. Can outline and plan sub- 
scription cam: ns for city and country that 
will bring maximum results for minimum ex- 
penditure. Fi with — 
miums. Can furnish bess references from pre 
ent and past employers, * J.,” care Printers’ Ink. 





PRINTERS’ INK, 


for men with adverti 
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prema, Mercantile. Manufacturing. W. 
serve 25,000 employers. aga opportunities 
in, ence or ability. 
sence o and location de- 


Write as to ex 
Broadway, New York, or 


1 
sired. HA GOODS, 


1010 Hartford building, ing, Chicago. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity for ready positions at $25 a week and over, to 
write for free copy of my new “prospectus and 
endorsements from leading concerns every- 
where, One graduate fills $8,000 a ae 
$5,000, and any number earn $1,500. The best 
oes adwriter in New York owes his suc- 
cess within a a — to my teachings. De- 
mana exceeds 
GEORGE Ht COWELL, Advertising and Ruat- 
ness Expert, 471 Metropolitan Annex, New York. 


WANT P: SITION as Circulation Manager in 

city of 30,000 or more. Am at present em- 
ployed. Desire change on account of ill-health 
in Lake climate. Salary to start, $18 per week. 
Understand management of carriers, collections 
and premium plans. Fine executive ability, 
good organizer and close observer of details. 
Don’t drink; married; 2% yearsold. Clean record. 
Reference. BOX 2, Daily Daily News, Lorain. Ohio. 


“Making a Newspaper” 


JOHN L. GIVEN, 
Renmei of the N.Y. Evening Sun, 

A book that discloses a great lot of activities 
thut everyone ought to know about, but of which 
nd have ever heard. If you have anything to 

do with printers’ ink you will find it doubly in- 
teresting. Over one hundred leading newspapers 
pe A it ives the real facts. 325 pages. At book- 

lers, $1.50; my mail, $1.62. 
HEN RY HOLT & C 
29 WwW. Twenty-third 8 St., peal York. 


TEXTILE EDITOR. 


An established textile publication wishes to 
arrange for editorial contributions of a 
strong, commanding character 
from a man having both mill ex- 
perience and the ability to write 
clearly. If such contributions prove satis- 
factory, complete editorial management may re- 
sult. Replies may be sent with frankness and 
fullness, as in every case the strictest confi- 
dence will be observed. 

Address ‘‘A. Y. Z.,’’ care Printers’ Ink. 
———_—_ +> —— 
PAPER 


B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City 
Coated papersa specialty. Diamond B ‘Perfect. 
Write for high-grade catalogues, 


AD VERTISING AGENCIES. 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively’ 
IRE IRELAND ADVERTISING AGENCY, 
1029 Tribune Building, New York. 
925 Ch Street, PhilaaelpLis 
ARFIELD ADVERTISING COMPANY, 1269 
Broadway. New York, General Advertising 
Agents. Maii order ana classified adve1tising a 
specialty. 
yeh i FRANK & CU., 25 Broad Street. N.Y. 
General —— Agents. Kstablishea 
1872. Cnicago. Boston. Philadelpbia. Advertis- 
ingof ail kinds placed in every part of the world. 


ANUFACTURERS’ cag fei TISING BUREAT, 
‘ 237 Broad way pS. Ae .O.). New York, Ads 
in the TRADE JOURNALS our specialty. 
ye nj. R. Western, Propr. Est. 1877. Booklet. 


HE CHARLES WILLARD MYERS ADVER- 
TISING AGENCY Wi ns 


inds placed in publications that are profit- 

able in results. jialize in weekly publi- 
cations, and our lists include the ones ay reach 
the “Great Middle Class,” the class that ‘ buys 
things.” Correspondence golicited. 
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MAILING MACHINES. 


HE DICK MATCHL sak ne R. + lightest and 
quickest. Price ENTINK, 
Mfr., 178 Vermont St.. Buitaio. 1 Nu} 4 


~ COIN c "ARDS. 


3% 1,000. Less for more; any printing. 
THe COIN WRAPPER Co.. Detroit, Mich. 
—_—~+~or——_——_ 


DRAWINGS. 


COMIC drawings —bright. catch and original. 
Tell. me what you want and I will submit 

eae A. T. WESTON, 134 East 16th St., New 
ork. 





HALF-TONES. 


RITE for samples and prices. STANDARD 
ENGRAVING CO.. 560 7th Ave., New York. 


he fr ree HAL re 
x5, $1.60. 
pee 5, mite cash accompanies the order. 
Sena for sam 
KNOXVILLE TENGRAY ING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 square 
inches or smaller, detivered prepaid, 7ic.: 

6 or more. 50c. each, Casa with order. Ali 
newspaper screens. Service day and night. 
Write for circulars. Keferences furnisbea, 
tine ed process-engraver. , VU. 
Philadelphia, ba. 


io nent 
ADDRESSES. 
IST of 4,000 School Teachers; price $5, or $2 
per thousand. 


FREDERICK C. KBERHARDT 
522-9 Stephen Girard Building, Priladeiphia, Pa. 
pecensenaties ete te 


INDEX CARDS. 
NDEX CARDS for all Cabinets. Get our prices 


and samples. THE BLAIR PRINTING Cv., 
912 Elm Street, Cincinnati, Ohio. 


BOOKS. 


Forty Years an Advertising Agent 


BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
the remainder of the edition (published tast 
year) is now offered for sele. About 600 pages, 
5x8, set in lon = with many half-tone 

ortraits Clot! gola. ice $2. prepaid. 

HE PRINTERS’ “Ne PUBLISHING CO., 10 
Spruce St., New York. 


BOOKLETS, 
B K ET i rQ iM. one) 4 M. - 
3 id is 10 ss io 
8 pages, 544 x3 Good paper. Sample free. 
THOMAS H. 8 rUART, 45 Rose St., N.Y. 
SU PPLIES. 
7 D. WILSON PRINTING INK CO., Limited, 


e of 17Spruce 8t., New York. sell more mug- 
a cut inks than any other ink bouse in the 


Box 815, 





ra 
Special prices to cash buyers. 


Petra for shipping labels, mailing wrappers, 
trunk linings, cigar box labels and all other 
p pe. rnard’s Cold Water Paste is posi- 
Five ly best. Virginia- Carolina C hemical Co. use 
it exclusively in 16 factories. Rompe free. 
ERD D'S PASTE DEPARTMENT, Rector 
ae Shicago. 











PATENTS. 
peamsPATENTS that PROTECT 


* Fatab, INGO. 





w oubitenon. D. ©. 





PREMIUMS. 

1 HOUSANDS of suggestive premiums suitable 

for publishers and otners from the foremost 
makers and wholesaie dealers in jewel 
kinared ~~ By age list 5. illustrated 
catajogue. (© jreatest book of its kind. 
Published 2S). 36th issue now ready ; free. 
8. F. MYERS CO,, 47w. and 49 Maiden Lane, N. Y. 


anc 
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ADVERTISING MEDIA, 
Ths Troy (Ohio) RECORD is a daily cf th 
Montreal Star class published in « 6.0% 
town. Circulation covers city and Central “Milani 
County thoroughly. Send for rate card, 
Se 


MOTORS. 
SOMETHING NEW. 


Variable Speed Alternating 
Current Motors 


for Printing Presses; 300 to 3,000 impressions per 
hour; reversible atany speed. Sizes, 4 to 5 hors. 
power. Write GUAKANTEE KLECT. UC Co., 
Adams Street, Chicago, 
———_—+er --—_— 
BILLPOSTING AND DISTRIBUTING. 


8,000 PASSENGERS DAILY 


from Danville-Illinois Interurban Station. Ele¢. 
tric tines run through rich farming country and 
into the mining districts; rich farmers, well-paid 
aborers, the kind of people 45 want to ream 
Advertising as ak 22x28 i 1 per month, 


nehcs, $ 
ARKS, Danville, Tilinois, 
a 


MEETINGS. 


hig annual meeting of the stockholders of 
the Printers’ Ink Publishing Company for 
the election of Directors and Inspectors of Eiec 
tion, will be held in the office of the Printers 
Ink Publishing Company, * e ruce St. New 
York, on hooey, December 9, 1907, at 12 o'clock 
noon. R. W. PALMER. Prosiarat. 

pes seamen caters sah 


PRINTING. 


C UR choice of printing consumers keep us 

continually busy. On receipt of your dats, 
we can easily demonstrate whether or not your 
choice and ours is identical Perhaps it may 
lead to mutually protitable business! Who 
knows! Why not write now THE BOULTON 
PRESS, Drawer 94, Cuba, N 


Whee linn lh 
COIN MAILER, 


$2.% PER 1,000. For 6 coins $3. Any printing. 
e ACMECOIN CARRIERC O., Burlington, la. 


aa 


BLOTTERS. | 


Business-Bringing Blotters. 


Bright business epigrams with catchy cuts, 
Spevially suitable for publishers, ad-wriiers, ete. 
“1 got a $100 order in a few weeks in a foliow-up 
campaign, at a trifling cost,” says one man, 
Send 10 cents for rans bunch. 

Cc. BRADLEY 2 2 2 Main St., Buffalo, N. Y, 


NAMES "FOR SALE, 


O YOU WANT TO REACH the 500 most 
prominent St. Louisans! Mail us $1 with 
this ad and we will send you our * Top-Notch” 


list. Let us figure on any special list you may 


need. 
ST. Bgl BUSINESS DIRECTORIES CO., 
3125 Twenty; -third St., St. Louis, Mo. 
he 


MAGAZINES. 


Golden Sheaf Magazine. 


Issued 

Contains new and up ee oy cuhdeote pertain- 
ing to the mail-order business by experts in their 
respective lines. Money coining propositiois by 
which any one with smal! capital can start a 
profitable and permanent business either in tneir 
own locality or through the mails. Published in 
the interests of mail-order merchants, agents, 
canvassers, hustlers and those desiring to enter 
the go pode business. eye pe moriths, 
15c.; one year, 25c. Sample copy free. GLEN 
SHRAF P PUBLISHING ( D., Rugby, N. Dakota, 


MAIL ORDER. 


MAIL ORDER DEALERS. 


fean furnish po = from original letters, 
rural -_ small to 
PROF. KLINE, Box 775, St, Louis, Mo, 
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BUSINESS OPPORTUNITIES. 
U can make over 50g profit selling the Linen 
itubber. Sample mailed for 10c. LINEN 
RUBBER Co., 1208 Real Estate Trust Building, 
Philadelphia, Pa, 


Who Wants Half? 


I have an agency that’s ‘doing busi- 
ness,’ The right man, with $5,000, 
can have a half interest; but he’s got 
to be a hustler, for this agency won’t 
halve its profits with any one who 
can’t carry half the load, 


This is an exceptional 
opportunity for the right 
man; heis possibly work- 
ing for some agency to- 
ay. Answer, giving 
some particulars, 
“OPPORTUNITY,” 
care Printers’ Ink. 














pine echia~ ~ a 
FOR SALE, 
OR SALE—54-inch Miehle press; only used 


three years; verfect running orcer; $2,250 
f.o.b. Kenton. FRANK B. WILSON, Kenton, O. 
\ R. ADVERTIS#R—I control, for advertising 
| if purposes, 10,000 milk bottle cups per day. 
Can you use all or any part of them?! J. H. 


NICHOLS, 303 First National Bank Building, New 
Haven, Conn. 
Fok SALE—Job plant in city of 50,000, with 


good business and chance for development. 
Good opportunity for practical young man with 
some capital. Plant inventories over $19, 
(cost); a bargain at $9,500, Add: 
¢M. A. B.,” care Printers’ Ink. 


a4 76 WORTH of MACHINERY for $1,000. 
9 We have for sale one Hoe Three- 
Revolution Cylinder Press, in Al condition, 
large enough to print at one time four pages 
of a seven-column newspaper. This press cost 
when new $4,500, and could not be bought to-day 
for $5,000. It has only been in use three or four 
years, and isin fine condition. Reason for sell- 
ing: Putting in Perfecting Press. Speed 3. 
rhour. Also one Kelipse Folder, large enough 
(0 fold a seven-column quarto; in use less than 
one year, costing $260. We will sell Press and 
Folder for $1,000. 
FRANK P, SWAN, Huntington, W. Va. 


WEB PRESS for SALE 


WEB PERFECTING PRESS 


Prints 4 columns 16 to 40 page paper from 5,000 
to 12.000 per hour; one extra color on first and 
last and certain inside pages. Columns 192 agate 
lines in length. Originally cost $26,000. Will 
si including motor and all accessories, for 

500. 


ress at once, 


CURRIER PUBLISHING 00., CHICAGO. 
—___+9>—__—- 


AD WRITER, 


BANK ADS 


WRITTEN BY BANK MAN 
who handles the advertising every day of a 
successfully advertised bank. 

Address "*X. Y. Z.,”’ Printers’ Ink. 














in mca acca 
ADVERTISING NOVELTIES. 

Us advertising novelties. Buy direct; 2 sam 
) ples, 0c. J.C, KENYON, Mfr., Owego, N.Y. 

Ok ERY conceeiv: kind, from all manufac- 
4 turers, E,W. ENCH CO.,1 Beekman 8t., 

opoosite Postoffice, New York. 

] () SAMPLE ADVERTISING NOVELTIKS, all 


different. on receipt of 10 cents. 
L. E, DOWDELL, Valparaiso, Ind. 


VERY SPECIAL 


Selling Magazine, monthly, $1 00 yearly, 
discusses exclusively the Sales and Publicity 
problems of Machinery,Tool, Industrial Equip- 
ment and Supply Houses. Just to get ac- 
quainted—to get quick action and build up 
our list rapidly—the following Special Sub- 
scription Offers are made for prompt accept- 


ance: 
SELLING MAGAZINE 


for 14 months—November, 1907, to Decem- 
ber, 1908, inclusive—regular price $1.35, and 


PRINTERS’ INK 


for one year, regular price $2.00, 





Or Selling Magazine for the period named and 


PROFITABLE ADVERTISING 


for one year, total value, $3.35, 


Or Al Theee fee-s000000sccsesccsses $3.25 
The November issue of Selling Magazine 
contains a 


DIRECTORY OF TECHNICAL 
TRADE PUBLICATIONS, 


the most complete and authentic one yet 
issued, Single copies are 25 cents. Address 
orders and remittances to 


SELLING MAGAZINE, 
EMERSON P. HARRIS, Publisher, 
Postal Telegraph Building, New York. 


AND 








THE BUFFALO 
Daily Courier 
and Enquirer 


MorninG and EVENING 
Sworn Circulation 83,982 
AND 


The Sunday Courier 
Sworn Circulation 90,560 


Reach more people at a less rate 
per thousand than any other Buf- 
falo newspapers. Key your ad- 
vertisement and compare results. 


W. J. CONNERS, Proprietor 
W. 8S. Bennett, Business Manager 


HAND, KNOX & CONE CO. 
Foreign Advertising Representatives 
Boyce Bupa. Brunswick Bipc, 
CHICAGO New York 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, und any other suggestions for bettering this department. 





“THE GAZETTE,” 
York, Pa. 
and C. A. 
Receivers, 


H. A. Gitt Geesey, 
York, Pa. 
Editor Ready Made Department: 

Dear S1r—I enclose a “bunch” of 
advertisements which appeared in_ the 
Sunday Gazette of recent issues, They 
were written by a busy business man, 
not an advertising man, but one who 
does the work in spare moments. The 
style of the ads is taking among the 
prominent advertisers, and more than 
that they bring results. 

Will you kindly criticise in your 
Ready Made Department and tell us 
what you think of them? 

Yours very truly, 
(Signed) E. S. HeEnost, 
Business Manager. 





There are two or three criti- 
cisms which apply to all of them. 
In the first place, they are too 
long—their sentences are _ too 
long and not well punctuated, 
and there is too much repetition, 
often in almost the same phrases. 
The opportunity to quote prices 
to advantage is almost wholly 
neglected. Some of these faults 
are quite apparent in the follow- 
ing ad, though this is one of the 
best of those submitted: 





CORN—EVAPORATED. 


You know all about dried corn, the 
soaking and cooking that is required 
to get it into shape for the table; 
there’s a kind of evaporated corn that 
does not possess any of the disadvan- 
tages of the dried and all the good, 
it’s called Cope’s Evaporated Sugar 
Corn, prepared by an improved process, 
taken from the cob by machine and 
untouched by hands until it reaches 
you; in the method of preparation all 
the natural flavors are retained, this 
is because it is taken from the field 
when quite young and tender. 

How to prepare it—Does not require 
soaking. When you commence to pre- 
pare a meal put on back of stove in 
cold water and bring slowly to a boil. 
Season with a little sugar, salt and 
butter or cream, then boil a few min- 
utes longer. 

During last season I sold three 
thousand pounds of this corn; this 
season I expect to sell over two and 
one-half times that amount, that’s be- 
cause after you have tried it you will 
want to have more. I have bought 
ten thousand pounds or five tons of 
the Cope’s Evaporated Corn. There’sa 
question as to whether or not this will 





be enough to supply the demand in 
York. 


Note—Groceries of all kinds, sold 
in a clean store, by clean people, and 
guaranteed first-class in every respect. 

W. A. BOSSERMAN, 
Two Stores, N. E. and S. E. Cor. Penn 
and Philadelphia Streets, 
York, Pa. 
147X. York ’Phone 


Mi6o1-J. 


Bell ’Phone 





I like the idea of telling how 
the corn is prepared, for there 
are those ‘who might think that 
“evaporated” corn required some 
special attention or unusual care 
in preparation. It seems to me, 
though, that a price, even though 
it were not a low one, would 
have added materially to the pull- 
ing power of this ad. 

The Dale & Co. ad is very 
good, but, occupying a space 
about fourteen inches deep by 
five columns in width, it could 
easily have carried a few side 
heads—“Prescriptions,” “Drugs,” 
“Toilet Articles,’ “Soda Water,” 
etc., which would have shown in- 
stantly what was “At Your Ser- 
vice Day and Night.” 





AT YOUR SERVICE DAY AND 
NIGH 


During times of illness in your 
home it might be well to remember 
that we can fill Physicians’ prescrip- 
tions at any hour of the day or night; 
the store is always open, door never 
locked, and at all times we have ab- 
solutely competent druggists on duty; 
or it matters not what your needs may 
be in the Drug line, they can be sup- 
plied at any time. If, during the 
night, you have a prescription that you 
wish to have filled, if you cannot get 
it to our store, telephone to us, either 
*phone, and we will send for it and 
make delivery when filled, 

We have our Toilet articles and 
Rubber goods department in charge of 
a lady attendant. Lady shoppers will 
be always accorded the most courteous 
treatment, and can rest assured that 
their wants can be supplied quickly and 
satisfactorily. 

There certainly will be pleasure for 
you to have your wants in the Drug 
line supplied here; the stock carried 
is large and of the very best quulity 
obtainable; the charges are not any 
higher than you might pay for mer- 
chandise of an inferior quality. 

Soda fountain in operation during 
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all the year, and all hours of the day 
or night; the service is of the best. 
DALE & CO., 
York, Pa. 

York ’Phone. Bell ’Phone. 

The window shade ad of Mor- 
gari E. Gipe could be boiled down 
to about half its present num- 
ber of words and still make the 
same points with equal if not 
greater force. And I cannot 
imagine why prices were omitted 
from an ad of this kind. In the 
original ad the advertiser’s name 
appeared twice, the town or street 
address not at all. The third 
paragraph could have been left 
out entirely, with no loss to the 
ad: 








SHADES FOR WINDOWS. 

The window shade is not only a 
luxury but a positive necessity, and 
with all that, there are likely a very 
few people, when considering the pur- 
chasing of window shades, who take 
the time to think of what constitutes 
a good, durable, handsome and _ eco- 
nomical shade, and the service which 


should be had. 

The commonly known stock shade 
with cloth, roller, springs, and all 
the little things that go with it, is of 
course here, but many kinds of them. 
A lot to select from that gives an 
adequate idea of just what a_ stock 
shade is. 

Now let me tell you something about 
the window shades that you can get 
here, made to your order, and put up 
in your home, one, or all that may 
be required to fit up every window in 
the home. 

Shade making is a business, a par- 
ticular business, and it requires the 
best of talent to turn out a finished 
product that will not only fit the win- 
dow, but roll even and without wrink- 
ling. The department of this store 
that takes care of this part of my 
business, is equipped in the best pos- 
sible manner. The cloth employed in 
to order-shade making is either the 
Duplex (differently colored on either 
side) hand-made opaque, or Scotch- 
Hpiland, imported; these cloths are 
made up of the best fabrics, and oiled 
so they can easily be cleaned,* but so 
oiled that the hands will not be soiled 
> handling, neither does the sun affect 
them. 

If you are in need of window 
shades come here and tell your wants, 
they can be filled it matters not what 
they may be; if stock shades meet 
your requirements you can be supplied 
at once, if the shades require special 
make up, they can be delivered to you 
quickly, well-made and at a cost so 
moderate that I will have the assur- 
ance of your future business. 

. Window Shades of all kinds or any 
kind, just what you may wish, at the 
price you may wish to pay. 

(MORGAN E. GIPE. 





The Lonergan ad tells some 
interesting things but uses entire- 
ly too many words and too much 
repetition in doing so. Take the 
last paragraph but one, for in- 
stance; it is very clumsily con- 
structed. It should have been 
written something like this: “My 
modern bake kitchen is a model 
of cleanliness. Ovens of the very 
latest pattern, electrically light- 
ed, enable me to note the pro- 
gress of the making at any time, 
and to so regulate it as to avoid 
either over or under baking.” 
This saves thirteen words, cuts 
out the repetition of “opportu- 
nity” and, I believe, states the 
case more clearly. It’s a pity to 


print an ad like this without a 
price: 





LONERGAN’S BAKE KITCHEN. 


Nearly every housewife in York 
knows the A, B, C’s of baking, and 
probably each one of them could be- 
come as proficient as a baker, as I 
am, were they to give the subject the 
time and study that I have. Baking 
is not _ a study but experience is 
required that one may become profi- 
cient in the Art. 

It isn’t hard to bake good bread, if 
you know how. Flour, water, yeast, 
seasoning, the proper baking and 
knowing how, produces good bread, 
and there are many kinds of breads. 
Just the Plain Bread, French Bread, 
Vienna, Kaiser Rolls, the Little Finger 
Rolls and all the other kinds of rolls; 
everything in the Bread line that’s up- 
to-date is baked here by people who 
know how. 

Cake baking has become a highly 
important branch of my _ business, ex- 
perience, and lots of it has taught me 
how to bake cakes, that not only make 
good eating, but are digestible as well. 
The various kinds of cakes baked by 
me give an opportunity for you get- 
ting just what you wish, 

My business has within the last few 
months, since moving to my present 
location, increased one hundred per 
cent, this is not only hecause the peo- 
ple who have tried my bread and 
cakes have been highly pleased, but 
they have told their friends about the 
excellent character and quality of my 
products. 

My Bake Kitchen is modern and a 
model of cleanliness, the ovens are of 
the very latest pattern, electric lights 
reflected into them, gives an_ oppor- 
tunity at all times to see just in what 
manner the baking is progressing, not 
only that, but it gives an opportunity 
of preventing over, aswell as under 
baking. If you are interesting in seeing 
baking by modern methods you can 
come to my Bake Kitchen and see just 
how it is done; the store at all times 
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is displaying ‘and offering for sale 
baked dainties as well as necessities. 
My delivery service extends over the 
entire city, and the wagons are stock- 
ed with such things as are of every 
day eating, you can reach me by tele- 
phone, or by giving order to my sales- 
men on the wagons. But I should 
like to have you come to my store and 
look over what is shown in the baking 
line. If you are not acquainted with 
what I have to offer you have missed 
Bread and Cakes that are Good Eat- 


ing. 
PATRICK LONERGAN, 
245 South George Street, 
York, Pa. 





Keverne, Tate Road, 
Sutton, Lonpon, Eng. 
Editor Ready Made Department: 
Dear Str—Your criticism of the en- 
closed pulls of our Tribune advertise- 
ments would be much appreciated, as 
your criticisms always are. 
With best respects, 
Yours very truly, 
P. G. A 


St. 


SMITH. 





The ads accompanying this 
letter are quite up to Mr. Smith’s 
high standards, both in text and 
typography. Their arguments are 
not only well made, but are real 
arguments and along lines most 
likely to appeal powerfully to 
women. “Spare the Corset and 
is a pat and 


Speil the Gown” 
happy paraphrasing of an old 


adage, and will stick in the 
mind because of its similarity to 
that adage in sound. “Don't Fit 
Yourself to Your Corset,” is an- 
other strong headline, and the 
text in each case develops and 
concentrates the thought expressed 
in the headlines, as indicated in 
the ads reprinted here, without 
their ‘pleasing illustrations made 
from line drawings: 





“SPARE THE go AND SPOIL 
THE GOW) 

It is as hopeless fer "the tailor to 
give a perfect fit over a wrongly- 
modeled corset for a builder to 
build a _ perfect house upon faulty 
foundations. ‘Royal Worcester” Kid- 
fitting Corsets are the true foundation 
of stylish and becoming dress; they 
are in perfect accord with the prevail- 
ing fashions, and beautify the figure 
as no other corset in the world does. 
There is a correct “Royal Worcester” 
model for every figure—a model that 
fits as the glove fits the hand. Prices 
from 4s. 6d. 

ROYAL bate AE KIDFITTING 
ORSETS. 


Retailed by "ios of Prestige ev- 
erywhere. Insist on Royal Worcester 


as 





PRINTERS’ INK. 


and if you have any difficul:y 
write to the Royil 
20 Bloons- 


Corsets; 
in obtaining them, 
Worcester Trading Co., 
bury St., London, W. C., for narie 
and address of nearest agent, aid 
Beautiful Illustrated Brochure. 





DON’T FIT YOURSELF TO YOUR 
CORSET. 
Get the Corset that Fits You. 


If your corset does not fit you per- 
fectly from the very first, it is the 
wrong corset for you. Do not uncer 
any consideration wear it. Why coerce 
your figure to fit a corset, and run 
the risk of lifelong injury, when in 
the superb range of Royal Wercester 
Kidfitting Corsets there is one moiel 
that will fit as though it had been 
made expressly for you—as though it 
had been moulded to your figure? 
Moreover, in. Royal Worcester Corsets 
you have—at' no additional expense— 
the advantage of that expert cut which 
unfailingly gives smart and _ stately 
contour of figure, and intensifies the 
beauties of outer draperies. In all 
qualities, ranging from 4s 6d. 


ROYAL WORCESTER KIDFITTING 
CORSETS. 


DO YOUR FIGURE JUSTICE. 

Many a smart figure has its beauti- 
ful lines distorted and its faults mag- 
nified by incorrect corseting. Do your 
figure justice by wearing a. Royal 
Worcester’ Kidfitting Corset, which 
beautifies the figure immeasurably, and 
perfects the artistry of the dress. 
There is a correct Royal Worcester 
model for every figure; every model 
is fashion-true, and gives luxurious 
ease and comfort from the very first 
day of wear. 
ROYAL WORCESTER KIDFITTING 

CORSETS. 








It May Also be Said That “the Wise 
Man” Might be Glad to Know What 
the Peters People Sell. From the 
Albany (N. Y.) Times-Union, 


The Wise Man 


will commence to think 
about his Christmas Gifts 
now, while our assortment 
is complete and he can have 
plenty of time to make a 
careful selection. 

To enumerate our full 
stock in advertising would 
not do us the justice our 
goods demand—so just drop 
into our store and look over 
what we have to offer. 
you find what you want, 
we would gladly lay aside 
your choice until you get 
ready to call for it. 


THE E. J. PETERS CO., 
45 Green Street, 
Albany, N. Y. 
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L. G. DeARMAND, 
Advertising. 
DAVENPORT, Iowa. 
Editor Ready Made Department: 
Dear Str—I am enclosing a few ads 
of mine that have been run in _ local 
papers. Any criticism you may make 
will be greatly appr-ciated by, 
Yours very truly, 
(Signed) L. G. DEARMAND, 





They're good ads, as shown by 
the reprints below; the formal 
opening announcement of the 
Jens Lorenzen Co., which occu- 
pied a full page in the Daven- 
port, Ia, Daily Times, being 
particularly good in its state- 
ments as to policy, etc. There is 
one paragraph in that ad which 
seems open to criticism—the one 
which reads: “If you make a 
purchase in this store and are 
not satisfied afterwards, come 
back and tell us. We believe in 
the ‘money back’  plan—every 
customer must be a satisfied cus- 
tomer.” Of course the inference 
is that Lorenzen will refund on 
unsatisfactory purchases, but the 
fact remains that no such promise 
is made in the paragraph above 


quoted. 





Gold—Silver 


MONOGRAMS 

Made to your order, in script—two 
letters or more. 

A well made monogram on _ your 
Automobile is very striking and lends 
an air of exclusiveness to your “ma- 
chine” that should appeal to you. 

The average prices are from $6 
to $8. 

Many cost less than this—the price 
depends on the number of letters and 
their size. 

We will make the drawings for you. 

NABSTEDT’S, 
Davenport, Ia, 
107-109 West Second Street. 





MR. MAN— 

You go to a cigar store or 
store for your Sunday cigars. 

Well this same cigar store or drug 
Store sells 

VELMA CHOCOLATES 

Your wife would appreciate a box. 

You’re on—6o0 cents pays for a 
pound carton. 

They’re pure and delicious. 


drug 





ABOUT OUR POLICY. 


With this, the formal opening of 
the Jens Lorenzen Crockery Com- 
Pany’s store, we are giving birth to a 
new era in the selling of china, crock- 
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ery, potteries and their kindred goods, 
in this part of the country. 

We intend to sell everything in our 
line except “cheap” shoddy goods. 

All our goods will be marked in 
plain price figures, and as low as the 
quality will warrant. : 

If you make a purchase in this store 
and are not satisfied afterwards, come 
back and tell us. We believe in the 
“money back” plan—every customer 
must be a satisfied customer. 


ABOUT OUR ADVERTISING. 


Our advertisements will be written 
with the idea of addressing you per- 
sonally—when you read an announce- 
ment of ours we desire that you read 
it as addressed to you. 

We do not intend to hold a 
every week or by so marking 
few articles up, then ‘‘cutting’’ 
price. 

We will hold sales to make room 
for new goods or to clear out old 
pieces, but every sale held in our store 
will be a bona-fide, above board saie— 
an opportunity for keen shoppers to 
save money, an event when real bar- 
gains are offered. 


JENS LORENZEN CROCKERY CO., 
Davenport, Ia, 


AT THE CORNER GROCERY 

CORNER DRUG STORE 
candy is dished out to your children 
from a dirty case—by dirtier hands— 
then you wonder why they don’t keep 
well. Teach the children to insist on 
getting 

VELMA CHOCOLATES. 

Put up in sc. and roc. packets. Each 
chocolate is wrapped in tissue paper 
and you are assured of cleanliness and 
purity. Velmas cost no more than 
other confections—they are 100 per 
cent better, 


sale 
some 
the 





OR 





For a Filing System, but as Well 
Suited to Many Other Lines, With 
Slight Changes. From the Pitts- 
burg Leader. 


We Don’t 
Mind Trouble. 


We have a filing system 
that will save you more, if 
you buy it, than it will 
make for us if we sell it. 

It’s a scheme that pro- 
motes order and makes 
quick finding as sure as 
quick filing. 

Most men who appreciate 
the value of time like it, 
once seen, 

Come—let us skow it to 
you—you need not buy. 

“If it’s new we have it.” 


A. W. McCLOY & CO.,, 
Office Outfitters, 
642-644 Liberty Ave., 
Pittsburg, Pa, 
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What do you think is 
the leading paper in 


the State of Iowa? 


If the answer readily 
occurs to you it shows 
what advertising in 


PRINTERS’ INK 


will accomplish. 














